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WARP BROS. CHICAGO 51 


Pioneers In Plastics — Established 1924 
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JUTE TWINE IN PULL-PACKS 


NUMBER SACKS APPROXIMATE 
ITEM NO DESCRIPTION ad hn a) hd od BREAKING STRENGTH 
12—210 ft tub rf Snap dat 20 olemies 
6—425 ft t Ss per Snap Sack 20 ho) Omi e)- 


et SSS Ge eee ; 
— AL TWIN 44 , 425 ft tubes per Snap Sax ae olemies 


See 


955 ft tubes per Snap Sack ae 50 Ibs 





FINE 2-PLY SISAL IN PULL-PACKS (1200/2’s) 
NUMBER SACKS APPROXIMATE 
DESCRIPTION PER SHIPPER BREAKING STRENGTH 
rr Snap Sack 20 100 Ibs 
1r Snap Sack 20 100 Ibs 
r Snap Sack jae 100 Ibs 
per Snap Sack ae LOO Ibs 





HEAVY 1-PLY SISAL IN PULL-PACKS 
NUMBER SACKS APPROXIMATE 
DESCRIPTION a ed od BREAKING STRENGTH 
> Ft ti ner Snap Sack 20 195 Ibs 
155 ft tubes per Snap Sack yaa 195 Ibs 
155 ft tubes per Snap Sack 10 195 Ibs 
315 ft tubes per Snap Sack ae 195 Ibs 





COTTON PARCEL POST TWINE IN PULL-PACKS 
(10 ply 6's yarn fine cotton) 


NUMBER SACKS APPROXIMATE 
ITEM NO DESCRIPTION PER SHIPPER BREAKING STRENGTH 


74 per Snap Sack 2/7 \b: 





WHEN IT COMES TO LOCKS... 


YALE MAKES IT AN OPEN-AND-SHUT CASE! 


Yale locks and hardware offer a 
double benefit: A completely re- 
designed line, all new over the past 
six years, combined with the old- 
est, most reliable name in locks 
and hardware. 

In addition, Yale makes the broad- 
est line of locks and hardware any- 
where in the world. And its name 
(an aid to security in itself!) is 
known the world over. Millions of 
doors in homes, schools, factories, 


YAL 


Padlocks ¢ Nightlatche 


Cabinet locks ¢ Screen 
Sliding door hardware ¢ Ke 


institutions and hotels have been 
secured by Yale locks ever since 
Linus Yale invented the pin- 
tumbler lock in 1868. Each year, 
Yale issues over fifty million keys, 
which secure full lines of door 
locksets, panic exit devices, pad- 
locks, locker locks, auxiliary locks 
and cabinet locks. Yale also manu- 
factures the most complete line of 
door closers in the world. 

For further information on the Yale 


line of locks and hardware, write 
us direct or see your Yale & Towne 
Distributor. Be sure to ask about 
the Yale Special listed below. 
Product of The Yale & Towne 
Manufacturing Company, Yale 
Lock & Hardware Division, White 
Plains, New York. 


YALE & TOWNE 


YALE —REG. Vv. S. PAT OFF 


E FALL 


s ¢ Merchandisers 
door hardware 
y machines 


I a ee 


Went more facts? Cirele 101, p. 57 
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CHICAGO, ILL. 
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Mr. Walter L. Schwalb (left) and Mr. Stebbins Younger discuss the Skin Pack of a Nicholson file. 
The display unit stands in a prominent position at a high traffic location to create maximum impulse sales. 


“The Nicholson Skin Pack display has 
noticeably increased our file sales!” 


F -‘ailers across the country are report- 
ing great success with the Nicholson or 
Black Diamond file display. They note 
that file visibility has created impulse 
sales among customers who otherwise 
would probably not purchase files. 
Read what Mr. Walter L. Schwalb, 
Purchasing Agent of Stebbins Hard- 
ware Company, Chicago, says: 


“We have found the Nicholson Skin 
Pack display has noticeably increased 
our file sales. We have it near the 
entrance to our store. A more complete 
display of files is mounted on the 
back wall. The Skin Pack files seem to 


‘es NICHOLSON S= 


4 © HARDWARE AGE, October 5, 1961 


attract attention and remind our cus- 
tomers that they need files. If they 
don’t find what they are looking for 
among the Skin Packs, we take them 
to make their selection from the bigger 
display in the rear of the store.” 


Each Nicholson or Black Diamond 
file is packaged with a card in a 
plastic skin. The card lists the file type, 
recommended uses and the price. On 
pegboard or counter top, the whole 
display unit, in striking black and 
orange, is an effective way to increase 
file turnover and to boost traffic in 
other lines. 


Follow Mr. Schwalb’s lead. Call your 
Nicholson or Black Diamond whole- 
saler today for one of these displays. 


Handles designed and manufactured 
by The Danielson Manufacturing Com- 
pany —a Nicholson subsidiary. 


Here’s what you'll make with each 
48-file assortment: 


Nicholson File Company, Providence 1, Rhode Island * Files * Rotary Burs 
Hacksaw and Band Saw Blades * Ground Flat Stock * Industrial Hammers 
Want more facts? Circle 102, p. 57 
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ACCO-PAIL 
888 CON CHAIN 
esti 3 


Display ACCO Extra-Bright 
Zinc Plated Proof and BBB Coil Chain 
in Pails or Drums 


* Your whole chain sales picture will brighten when you display Acco Proof 
Coil Chain and BBB Coil Chain with the new Extra-Bright Zinc Finish. So 
sparkling and so different is this chain, that it actually sells itself. For 
instance, it’s the kind of chain that will catch the eye of the customer who is 
looking for a mooring line for his boat. Home owners will see many practical 
uses for it such as closing off the driveway or hanging potentially dangerous 
tools out of reach of the children. 


Whatever the end use, your customers will be well pleased with the new 
Extra-Bright Zinc Finish these two popular chains offer. A durable protec- 
tive coating bonded to the chain surface, it is highly resistant to rust, stain, 
and tarnish. Stays bright long after standard zinc finishes turn dull and 
dirty looking. 
Extra-Bright Zinc Proof and BBB Coil Chain is put up in two new 
ready-to-use containers for the convenience of customers and clerks. You 
: can choose from sturdy, reusable steel Acco pails, or attractive Leverpak 
| f N fibre drums if you order larger quantities of chain. 


*Registered Trademark, Continental Can Company 


wmanevenormes | AMERICAN CHAIN “<< 
Contact your American Chain : 


distributor for complete informa- American Chain Division * American Chain & Cable Company, Inc. 
tion about these items or write Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 


. Sales Offices: *Atianta, Boston, *Chicago, *Denver, Detroit, *Houston 
our Yor k, P op of f ce f or your *Los Angeles, New York, Philadelphia, Pittsburgh, *Portiand, Ore., *San Francisco 
copy of free literature *indicates Warehouse Stocks 
Want more facts? Circle 103, p. 57 
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Editorial 


by W. A. Phair 


The unseen competitor 


The day to day struggle with competitors does not leave much 
time for worrying about other matters. This unhappy situation has 
permitted the almost unnoticed development of still another com- 
petitor—a compeitor which may, in time, do far more damage to the 
hardware trade than all the discounters, catalog houses and chains 
combined. 


This unseen competitor is the slow, but constant, erosion of the 
foundations of our free enterprise system by the policies of the 
Federal government. 


I don’t think we all realize how far we have traveled down the 
road to centralized government control—in peacetime—of all our 
actions. We do not seem to grasp the deterioration that has taken 
place in the climate so necessary for the preservation of our demo- 
cratic concepts. 


Nor have we realized that the bulk of the actions being taken by 
Washington are designed to restrict and hamper the activities of 
businesses such as make up the hardware trade. Each day sees new 
and more restricting edicts flooding out of Washington. Each day 
sees you limited more and more in doing those things that are so 
vital to the survival of free enterprise. 


This one-sided approach of Washington was dramatically illus- 
trated a short time ago by the President’s letter to the steel indus- 
try urging that the prices of steel products not be increased. It was 
notable that the President did not also ask labor unions to refrain 
from seeking further wage increases. Certainly the Administration 
is not ignorant of the knowledge that wages are a primary influence 
in prices. If wages go up, the products produced by these wages 
must also go up, unless there is a compensating increase in labor 
productivity, and this is not in sight. 


You must also be conscious of the fact that if your business is 
of a certain size or larger, you have been told... not asked... to 
increase your minimum wages regardless of local conditions, com- 
petition, or anything else. You have no appeal. 


These are just two of the straws that are blowing across the 
scene, straws that are rapidly increasing in number and weight. 
Eventually these straws will smother the force that has made this 
country so great, so much different from the rest of the world... 
our free enterprise system. 


It has been said that in this modern world we deal in symbols, 
and that democracy and free enterprise are mere symbols, words 


HARDWARE AGE, October 5, 1961 © 7 











Editorial 


continued 


without significance. It is difficult to believe that this nation of 
ours could have been raised to its great stature, in such a short 
time, by mere symbols. No, it is something very real, very solid 
that provides the foundation of America’s greatness. That founda- 
tion is the free enterprise system. 


Yet, we are, seemingly without protest, permitting this founda- 
tion to be chipped away, a little piece at a time. 


Forgotten history as 


The pages of history are splashed with examples of the decay 
and collapse of once great nations. These descriptions of the dis- 
integratior of nations recite, with almost monotonous regularity, 
the same causes: The development of a top-heavy, bureaucratic 
central government, and the withering of the source of nourishment 
of all nations—their industry and commerce—by the burden of high 
taxes. 


When you look at the frightening tax load American business and 
American citizens already cover and the complete absence of hope 
for relief, the prospect is disturbing. This ever increasing tax 
burden, accompanied by the continued expansion of the influence 
of the Washington government, makes one wonder if we have learned 
the lessons of history. 


This unhealthy trend can be stopped if every one, especially busi- 
nessmen such as yourself, would make it a point to squeeze some 
time out of each day to devote to this problem. There are many 
groups, local and national, that are struggling to counter this trend, 
but thev get very little support. Everyone is too busy. Yet, a little 
time and effort spent now, will do far more good than ten times 
the effort spent five years from now. 


Your Congressmen in Washington are sensitive to opinion from 
home. Do they know your views? 


Have you taken time to work for those who understand the dan- 
gers facing us in the future? Have you taken the time to work 
against those who are rushing us down this dangerous path? 


This job can’t be left to George. It must be done by each of us, 
in our own area and in our own sphere of influence. Our fathers left 
us a rather wonderful heritage. The least we can do is to deliver 
it in the same condition to our children. 


But we won’t be able to do this if we continue to sit back while 
the forces of socialism slowly smother our free enterprise system. 
And this is precisely what is happening. 
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HORIZON-—PLASTIC 


Horizon is the better plastic line that 
fits all outdoor dryers. Extra firm— 


clothespins stay put. 4 colors and 


Quality is your power weapon against cut-price 
“stuff.” Quality attracts customers. Keeps them, 
too. Samson quality costs no more. DISPLAY these 
two Samson brands... Horizon and Crocus. You'll 
sell more. You'll profit more. 


CROCUS-COTTON 


Crocus is solid braided cotton. 
90% of the weight is in the cover 
where the wear takes place. 

Lasts longer. 


SAMSON 


CORDAGE WORKS - BOSTON 10, MASS. 
World’s toughest cordage ... since 1888 


SASH CORD @© JUMP ROPE @© CAMP ROPE @® MULTIPLE-USE ROPE 
Want more facts? Circle 104, p. 57 
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A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


Discounts based on functions... . 


Independent dealers may get a break, when Congress reconvenes, in 
their price “cold war” with chains and discount houses. It would 
come in the form of a law requiring manufacturers to make “func- 
tional’ discounts to wholesalers. Hearings on a bill this year (H. 
R. 3465) reveal that the Federal Trade Commission now may be 
ready to back such a law. FTC backing could win much support for 
the bill in Congress. The law would allow full function wholesalers 
to buy from factories at lower prices than direct-buying chains and 
discount stores. This would put full function wholesalers and their 
dealers in a better competitive position. 


Watch on-the-cuffers ... 


Be extra careful in approving consumer credit risks! Federal court 
officials warn that the number of personal bankruptcies, meaning 
private citizens who go broke, is increasing at an alarming rate. 
Some 131,402 non-business bankruptcies were filed in the year 
ended last June 30. This was 34.4 percent more than in 1960, and 
sets a new record for the fifth year in a row. Be extremely cautious 
in the weeks ahead. Most personal bankruptcies occur in the Spring, 
and often result from shoppers’ overbuying on credit during the 
pre-Christmas season. 


FHA lowers a ceiling... 


New changes in the FHA home improvement loan program make it 
easier for your customers to get the money to build a fallout shelter. 
Ceiling on such insured loans is still $10,000, with 20 years to repay 
at 6 percent maximum interest. However, FHA will now insure 
loans for less than the previous minimums of $2500 (in urban re- 
newal areas) or $1000 (in other areas) in order to build low cost 
shelters. Shelters must meet civil defense recommendations but 
even so, experts say, can cost as low as $200. 


Teen hours stretched... 


You should be able to cut some costs soon by getting more man- 
hours out of part-time teenage help. The U. S. Labor Department 
is drafting changes in child labor rules. So far, proposals would: 
(1) up maximum part-time work week during school term from 18 
to 20 hours, (2) allow teenagers to work until 9 p.m. instead of 7 
p.m., and (3) allow minors to operate some power devices such as 
paint mixing machines, saws and grinders. Department officials hope 
new rules will cut the number of youths who quit school at 16. The 
eight-hour day, 40-hour week, would still apply for Summer hiring. 
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Your turnover twins 


RAZOR-BACK 


Super-strength for tough digging, rough usage 


iy 
RAZOR-LITE 


Lightest and strongest of the ‘“‘lightweights’’ 


You increase profits through greater turnover with these 
twin shovels that give premium service at popular price 


SELLING IS EASIER: These “Razor” twins are the only shovels 
with a full-length center backbone. It goes all the way from the upper 
part of the socket to the cutting edge for greater strength and dura- 
bility. Handles are clear natural white ash, highest (XX) strength, 
not weakened by shoulder chucking. New label on face of blade fully 
guarantees every shovel for quality and most service per dollar. 


TURNOVER IS FASTER: Four standard patterns are all you need 
to do 90% of your shovel business, with home owners, farmers, con- 
tractors, and industry. Order them today from your UNION wholesaler 
for prompt delivery. 


THE UNION FORK & HOE CO. 


Columbus 15, Ohio 


Want more facts? Circle 105, 


GREEN THUMB Quality Garden Tools 
RED HAWK Garden Tools 
YARD’N GARDEN Promotional Garden Tools 
FLEX-BEAM Farm Forks 
ATLAS-BY-UNION Industrial Tools 
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HARDWARE BUSINESS 


outlook 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


Strong finish for 1961... 


The Summer lull in business has passed and the economic climb 
once more appears to be gaining momentum. Prospects for better 
all-around business conditions are many. Wages and salaries con- 
tinue upward; employment is picking up; industrial production 
is making steady gains; durable goods new orders and sales improv- 
ing; and construction is ahead of last year. A cloud on the horizon 
is the possibility of an auto strike, but observers consider it un- 
likely. Plans should still allow for further retail gains in last 
quarter. 


Competition will be tougher .. . 


There’s good reason to believe that competition will be stiffer 
than usual this Christmas selling season. Why? Retailers aim to 
recoup sales lost earlier this year because of the recession; to cash 
in on the predicted consumer buying splurge this Fall. Most efforts 
will be concentrated on better holiday promotions to gain extra 
traffic. Recommend that you put extra strength into your holiday 
promotional plans; gear buying to at least modest gains to avoid 
outs. Early promotion of your layaway program would be a good 
start to beat competition. 


Promote early for clues .. . 


The harshness of this Winter’s weather cannot be predicted, but 
you can get a good clue to how heavy demand for basic Winter 
items will be by early promotion. Business conditions have 
improved considerably, and your customers are in a better buying 
position. Get your cold-weather lines on the sales floor to probe 
the market for needed fill-ins. Your customers haven’t forgotten 
the unusually rough weather last Winter, nor the inconveniences 
caused by shortages of tire chains, snow shovels, salt, etc. These 
would be good items to feature in promotions. 


Employment outlook improves . . . 


The Labor Dept. is showing some optimism about the future 
job picture. Basis for optimism is just-compiled August figures 
showing employment at a record 68,500,000, with unemployment 
declining by 598,000 in the same period. A further decline in the 
unemployed force expected this month and more than seasonal 
dips in November-December. Expected increase in auto production 
and the effects this would have on the steel industry are factors 
behind this possibility. Recent reports by manufacturers to step-up 
hiring add support. 


... Turn to page 105 for more news of How’s the Hardware Business. 
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Myers dealers have proved you can sell more, make more profit with 
wintertime selling. 


In two previous winter programs, Myers dealers actually sold more 
pumps, made more profit than the same winter period in previous years. 


Myers dealers who sell pumps and water softeners this winter (Novem- 
ber through February) will be awarded attractive business clothing 
. . . personalized shirts and jackets, unionalls, shop coats, hats and 
trousers. Rules are simple. There’s nothing to do but sell and install 
Myers pumps and water conditioners. 


Want more information on how you can Sell Up, Dress Up this win- 
ter? See your nearest Myers wholesaler or fill out the coupon below. 





Ne OR CNRS ARR 
WINTER PRIZE HEADQUARTERS 
The F. E. Myers & Bro. Co., Ashland, Ohio 


Gentlemen: 
Please send me at once complete information on how | can Sell Up for more Profit, Dress Up with 
new Business Garments this winter. 

(Please check) 
[] 1 am presently a Myers dealer. [] 1! am presently selling other lines of pumps. []! am not now selling pumps. 
NAME: 








ae el ADDRESS: 








TOWN: STATE:__ 


‘Myers The F. E. Myers & Bro. Co. 


ASHLAND, OHIO KITCHENER, ONTARIO 
SUBSIDIARY OF THE MCNEIL MACHINE @& ENGINEERING CO 


Want more facts? Circle 106, p. 57 
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MERCHANDISING 


newsletter 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


A REAPPRAISAL OF VALUE OF LIST PRICES MAY BE IN THE MAKING. Changing 
patterns of distribution force the question: Are list prices more 
harmful than good? Frigidaire recently killed list prices. A major 
housewares maker publicly is "contemplating" an end to list 
prices on a broad product line. Perhaps others will alter their 
point of view on this issue as it gets hotter. Recent HA studies 
(see Sept. 21, p. 77) showed most manufacturers now use list 
prices and foresee "no change," but a reappraisal could follow 


current events. Merchandisers see the making of a trend that will 
bear watching. 





























SURVIVAL PLANN: NG GETS MORE THAN LIP-SERVICE. It's a hot issue (see HA, 
Sept. 21, p. 84), growing daily. Sample reports from across the 
nation: Sales of first-aid kits jumped 20% nationwide in one 
month. One corporation just bought 5000 $25 radiation measurement 
kits. Inquiries about portable generating plants have quadrupled. 
An Eastern shelter builder is working two shifts to meet demand. 
A food-water kit supplier cites an 1100% sales boost this year. 
Multi-purpose foods have jumped several hundred percent in sales. 
see HA September issue for the right items to promote. 























MORE WHOLESALERS CONSIDER AID-TO-DEALER PROGRAMS. Indications are that 
more distributors are checking into specialized merchandising pro- 
grams for key dealers. In last six months at least a half-dozen 
Suppliers have unveiled such plans. How far these programs will go 
is uncertain. Some observers see a build-up in number of voluntary 
chains. Such chains have these basic elements: Consumer promotion 
activity and a common store identification program. Aim: To help 
dealers build stronger local image that's competitive to chains 
and the like. Some dealers are hesitant to join. They fear some 
eventual loss of independent action. 















































ARE YOU WAITING TOO LONG TO USE NEW IDEAS? Aggressive dealers find ex- 
ploitation of new products a valuable aid in meeting competition 
and building their image. Jumping on new products early, they 
feel, lends stature of newness commonly enjoyed by department 
Stores and others. You get some good leads in HA's Buying Check 
List section. Early promotion brings you volume at full margins, 
before any discounting. Two recent examples: A Teflon "shoe" 
that makes electric irons stick-free. A $13-a-gallon plastic paint 
that is said to outwear most other paints 3 to l. 
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Increase Accuracy 


while simplifying figure work 
with the NCR DELUXE 


ADDING 
MACHINE 


with Live Keyboard 


Cut hand motion and effort up to 50% 
with the exclusive National “Live” Keyboard! 


Every amount key on the NCR De Luxe 
Adding Machine operates the motor. 
Result: You can forget the Motor Bar! 
Eliminates back-and-forth hand motion 
from keys to Motor Bar. Think of the 
time and effort this single NCR feature 
saves! All keys are instantly adjustable 
to each operator’s preferred touch! It 
is nO wonder operators are so enthusi- 
astic about the NCR De Luxe Adding 
Machine. They do their work faster — 
with up to 50% less effort! 


Only NCR has 14 time- and money- 
saving features. 

“Live” Keyboard and Adjustable 
keytouch are just two of the 14 time- 
and effort-saving features which you get 
in the NCR De Luxe Adding Machine. 
You will also like its RUGGED CON- 
STRUCTION—NEW STYLING — 
NEW QUIETNESS—NEW BEAUTY. 
Your NCR representative will be glad 
to give you a demonstration and tell you 
about all 14 features. Call him today. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES ¢ 77 YEARS OF HELPING BUSINESS SAVE MONEY 


Want more facts? Circle 107, p. 57 


Your business, too, can benefit from 
the many time- and money-saving fea- 
tures of an NCR adding machine. 
NCR’s pay for themselves quickly 
through savines, then continue to re- 
turn a regular yearly profit. For more 
information, call nearest NCR branch 
office or dealer. See phone book yellow 
pages. 
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Get fu omy that only They save on price. They save on gas and oil. 
. ; . i They save on tires and on maintenance—wherever 
starts with Ford's low price: there’s a way to save! The full record of Ford 


economy, covering three years of independent 
Meet the trucks that make saving money a full- tact, 's detailed’ in sal Certified Economy 
time business—new Ford Trucks for ’62! ’ 





Reports. See your Ford Dealer now. Check out the 
facts, work out a deal, and drive out a truck that 
saves money .. . full time! 


In a selection of over 600 models there’s a truck 
that’s right for your job, whatever your job... 
trucks that you can buy and operate at lower cost 
... trucks that can save you money mile after mile, 


load after load, year after year! FO RD TRUCKS COST LESS 


SAVE NOW...SAVE FROM NOW ON! 





CHASSIS-COWL MODELS FOR LOW-COST 
WALK-IN BODIES—Ford’s F-Series chassis- 
cowl models permit easy, low-cost mounting of 
special bodies to fit your needs. These conven- 
tional-type chassis are recommended for walk- 
in bodies in jobs where minimum price is more 
important than minimum overall length. 





Want more facts? Circle 108, p. 57 
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AMERICA’S MOST POPULAR 
VAN—and small wonder! Econoline 
Savings start with a price far under 
any popular ‘'%-ton conventional 
panel on the market! And they con- 
tinue saving every day—certified 
tests have shown that in 16,000 
miles, savings in operating costs 
compared to the conventional panel 
you may now own could top $100! AMERICA’S DISTINCTIVE SEDAN DELIVERY—Here’s all the 
Big 4-ft. doors rear and curbside flair and fashion . . . all the riding comfort and handling ease... 
plus 204 cu. ft. of loadspace, anda even the compact costs of a Falcon car. Savings start with a low, 


floor that’s flat the full length, mean thrifty price tag, and continue with exceptional gas economy. 
easy Cargo handling. 


PROVEN 262-CU. IN. BIG SIX FOR FORD 
MEDIUMS includes more heavy-duty engine 
features than any other Six of its size. Never 
before such long-term durability, reliability, 
and economy at so low a price, 











FORWARD CONTROL CHASSIS FOR 
BODIES UP TO 525 CU. FT. CAPACITY— 
Where maximum loadspace in minimum truck 
length is important, you can't beat Ford’s P- 
Series trucks. GVW’s range from 4,000 Ib. to 
15,000 Ib. 


PRODUCTS OF Gord» MOTOR COMPANY 


Want more facts? Circle 108, p. 57 
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SYLVANIA LIGHTS YOUR WAY TO BIGGER PROFITS! 


~ . 
*-. ‘ 


- 


Rack ’em, stack ’em 


COLOR PACK 

9 SWINGING 
DALES UP 

AS MUCH AS 66%"! 


Here’s the first bulb package designed 
to boost your sales! And Color Pack 
really does it! *Sales are up as much as 
66% wherever Color Pack is on display 
— based on results across the nation in 
chains and independents! Here’s why — 


Color Pack is first to consider the house- 
wife—the bright colors of the big display 
remind her to buy bulbs! 
Listen to your cash reg- 
ister ring out the story. 


Another Color Pack 
first! The shipping con- 
tainer is color-coded by 
wattage too! Makes it 
easier to spot different 
sizes in the warehouse. 


SYLVAN 


Still another Color Pack 

first! No more out-of- 

stock problem. Stock 

boys can quickly see 

which sizes are running 

low, can just as quickly restock the 
shelves. Only Sylvania gives you this 
complete warehouse to housewife color- 
coded system. 


Want more? Coming up. Sylvania 
national advertising starts the impulse 
headed your way. Watch for it in The 
Saturday Evening Post. Listen to it on 
Arthur Godfrey over CBS and Don 
McNeill over ABC. 


Be ready for the demand. Just reach for 
the phone and call your Sylvania 





Distributor. Lighting Division, Sylvania 
Electric Products Inc., Dept. 89, 60 
Boston Street, Salem, Mass. In Canada, 
Sylvania Electric (Canada) Ltd., 
Montreal. 


2 MORE 
WAYS TO 
WIN SALES 








Subsidiory of GENERAL TELEPHONE & ELECTRONICS 
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SOUTHERN SCREW HELPS SOLVE 


If you are up in the air over a shortage of shelf space, your THE 
Southern Screw distributor will help solve your problem—fast! 


Because he carries the full line of Southern quality screws, 
and because every Southern distributor is a service-minded SPACE 
distributor, he’s ready to act as your fastener stockroom. 


Give him a call today. Let him freshen up your fastener line with USA-made Southern screws PROBLEM 
packed in clean green boxes bearing the EZ to C© label. ann 


And while he’s solving your space problem, he'll help perk up your profit picture, too, with 


Southern’s customer-preferred screws. 5b 
ern’s mer-preferre ews is SS 
Sold Through Leading Wholesale Distributors SCREW COMPANY 


Warehouses: New York * Chicago + Dallas * Los Angeles 


WOOD SCREWS «+ STOVE BOLTS + MACHINE SCREWS & NUTS + TAPPING SCREWS + CARRIAGE BOLTS + WOOD DRIVE SCREWS 


Want more facts? Circle 110, p. 57 
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PULLING POWER 


FOR TAYLOR’S 
CHRISTMAS 
hE 


“Navigator” Compass. 
For auto or boat. Trans- 
parent dome reads from 
side or top. Push-button 
battery lighting. No 
wires. * 2957, white; 
#2958, black, $6.95. 


“Ashton” HUMIDIGUIDE* Hygrometer. 
Both temperature and humidity on 
one attractive dial. White plastic case 
and choice of dial colors, gold finish. 
* 5546 or black «5547, $2.95. 


‘Taylor |nstruments MEAN ACCURACY FIRST 


Full page full-of-color ads in the New Yorker, National 


Geographic, a four color junior unit in Holiday, 


and a continuing campaign in Sports Illustrated and Parents 
Magazine will tell over 612 million readers about Taylor’s 


sleigh-full of Christmas gifts. This means you'd better 


have a full stocking when the rush begins. A few of the 
proven best sellers are shown below to guide your 


purchases; but you’d better do it soon because we're loading 
the sleigh right now. Taylor Instrument Companies, 
Rochester, New York, and Toronto, Ontario. 





“Consul” STORMOGUIDE* 
Combination. 

This attractive desk unit tells 
the temperature, humidity and 
forecast. Available in off-white 
case and black base, « 2583, or 
rich brown case on black base. 
% 2584, $9.95 list. 











Roast Meat 
Thermometer. 
Stainless steel with 
Sabre-Tip to elimi- 
nate need for skew- 
er. Non-toxic filling 
assures complete 
safety. #* 5937, $2.98. 





Deluxe TEMPRITE* 
Window Thermometer. 

A full-size instrument in 
in a decorative simulated 
wrought iron bracket. 
Scaleis white; black trim, 
red caps. 5314, $3.25. 





Want more facts? Circle 111, p. 57 
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“Ashmont” Barometer. 

Clean, modern design. White 
plastic case with gold finish. 
Large, easy-to-read dial. Hangs 
or stands. *% 2546, $8.95. 


Maximum - Minimum 
Thermometer. 

Shows the present tempera- 
ture plus Sighest and lowest 
since last resetting. Mag- 
net resets indicator. 

*% 5458, $12.95. 


*Reg. U.S. Pat. OF. 





COLORFUL 
VISUAL 
DISPLAY 
PACKAGE 
MAKES QUICK 
SALES... 


YOUR CUSTOMER CAN 
SEE THE MERCHANDISE 


DISTINCTIVE NEW 
MODERN DESIGN 
® 
PRECISION 
ENGINEERED 


* 
TROUBLE FREE 
PERFORMANCE 


* 
QUICKEST - EASIEST 
LOCK TO INSTALL 


* 
DEPENDABLE 
YEAR AFTER YEAR 


LOCK PACKAGED FOR 
MODERN SELLING CONDITIONS 


The NEW 
COMET 
arrow 


Series 


“600” 


A PRODUCT OF HIGHEST QUALITY 
YOU CANNOT OFFER 
AN EQUIVALENT LOCK 
AT THE PRICE 


Supplied in all functions Ui lee) ipjagte), vam d 


for Residential use 


GUARANTEED 


arrow 


Get a double barrelled sales punch! The fine NEW ARROW 
COMET “600” — a quality product you will be proud to sell. 
A smart, clean, beautifully designed lock with built-in dura- 
bility for a longer life of satisfactory performance. A proven 
product (with an UNCONDITIONAL GUARANTEE) that has 
gained quick consumer acceptance .. . AND. . . for the 
FIRST TIME . . . a fine eye catching, colorful box that gives 
you an opportunity to SELL a PACKAGE. A sparkling package 
that spells easier quicker turnover . . . COMPETITIVELY PRICED 


to give YOU an adequate PROFIT. Your customer will want 
it... STOCK IT NOW! 


SEE OUR LOCAL REPRESENTATIVE TODAY OR WRITE TO 


arrow LOCK CORP. . 762 wyte AVE. BROOKLYN 11.N. Y. 


Want more facts? Circle 112, p. 57 
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GIVE INVENTORY 


Oxco #25 Household Brush 
Merchandiser --. versatile unit that 
displays and sells 25 leading brushes 
+++ eye-catching centerpiece for your 
cleaning supply department ...stands 
alone, fastens to wall or column. 


Oxceo #12 Household Brush 
Merchandiser --- condensed version 
of #25 unit for moderate volume 
stores ... same flexibility but features 
twelve fast movers in the Oxco 
household brush line ... #12 or #25 
o must for stepped up brush volume. 


Oxco Floor Sweep Display +2 

» + + concentrates tested assortment of 

household and commercial sweeps in 

one profitable place . .. displays 

sweeps and handles .. . reserve stock 

kept in same unit ...a dollar-getter 

for hardware stores. Sweeps and ; 

prices in accordance with NRHA ee Pe hig eps ae whi | 


#25 Household Brush Merchandiser 


SEE OXCO AT BOOTHS 4413-414 
NATIONAL HARDWARE @xco THE LINE THAT 
= OX FIBRE BRUSH COMPANY, INC. MOVE $ 


Frederick Scsésted /$¢ Marylend 
McCormick Place 
CHICAGO 


See our line in HARDWARE RETAILER CATALOG SERVICE 
Want more facts? Circle 113, p. 57 
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PROBLEMS THE BRUSH-OFF WITH THESE 


Oxco Merchandisers 


Still trying to figure out how to handle your house- 
hold brush and sweep inventory? Where to display? 
How to display? What happened to that half dozen 


Problems go down, profits go up, with brushes, 
sweeps, and related cleaning supplies all working 
together for a concentrated sales push. 


sweep handles? What brushes move best? How 


awe ‘ 
many to carry? How to turn a real profit on brushes? Want to see how it’s done? Talk to your Oxco 


Jobber or write for our free folder, ““How to Mer- 
chandise and Display Cleaning Supplies for Profit’’. 
Like the Merchandisers, the Oxco cleaning supply 
merchandising program was developed in coopera- 
tion with and approved by the NRHA Merchan- 
dising Laboratory. 


Oxco Merchandisers give you the answers. . . come 
complete with proven, volume-selling assortments 
. » - Organize brushes and sweeps into easy-to-stock, 
space-saving, eye-catching displays. Your inventory 
is concentrated for easiest control, maximum sales. 


aa me 
Floor Sweep Display #2 
Vane oO. 
APPROVED 
MERCHANDISING 


PROGRAM #12 Household Brush Merchandiser 
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a f 
hordens 


REINFORCED 
VINYL HOSE 


; fj 2 .* § | ‘ 


VINYL HOSE 


. 4 & \ y The returns, just in, indicate that Borden hose 


Sales rose again this year—for the fifth con- 

secutive year ! The forecast : New gains in 1962. 
For 1962, Borden is introducing an all-new 

line of reinforced and nonreinforced garden 

hose with these important sales features: 

e Marked reduction in weight 

e Increase in hose strength 

e Low temperature flexibility 

e New colors for uniform identity 

e Eye-catching display discs 

e New guarantee program 

e Tighter coiling conserves space 

Borden's line is complete for maximum sales, 

yet streamlined for minimum inventory. The 

entire line is priced for volume sales at high 

unit gross margin. Climb aboard with Borden’s 

—it’s the name that moves garden hose! 


~ BORDEN S 


IT’S GOT TO BE GOOD 


THE BORDEN CHEMICAL COMPANY - A DIVISION OF THE BORDEN COMPANY - 350 MADISON AVE., NEW YORK 17, N. Y.; P.O. BOX 430, COMPTON, CALIF. 


Want more facts? Circle 114, p. 57 
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Promoted to sell... 


aluminum coating — 


made with pigments 


protective coating 


FOR ROOFS « WALLS * 
ALL EXTERIOR SURFACE: 


7 x Wage’ saan 
OS ia tgs REE Ao IE 


$74 


‘*Sheffield promotion 


“One of my fastest moving lines is Shef-Kote Aluminum 
Coating, made by Sheffield Bronze Paint Corporation,” re- 
ports Joseph Ricciardi, Newark, N.J., dealer. “Of course, 
it’s a quality product with excellent performance. But more 
important to sales is Sheffield’s hard-hitting promotion pro- 
gram—attractive mailing pieces, brochures, color cards and 
counter displays. My customers see, read and ask questions. 
That leads to sales. Sheffield promotion boosts my volume, 
no question about it.” 

Shef-Kote Aluminum Coating (both colored and bright) 
is one of the quality paints made with Alcoa® Pigments. 
Aggressively merchandised by the industry's most alert 
manufacturers, these lines also get the added impetus of 
Alcoa’s national magazine and TV advertising. 

We're reaching a big market. Paints like Shef-Kote find 


Varcon ALU AAIN U AA 


PIGMENTS, PASTES & POWDERS 





we 
e 


I chet kot 


boosts my volume” 


Joseph Ricciardi, 170 Be/mont Avenue, Newark, N. J. 


no end of roof and siding applications—on composition, 
asphalt shingles, stucco, masonry and metal. If you're not 
stocking colored aluminum coating, call your supplier today. 

Alcoa does not make aluminum paint, but we will be 
happy to refer you to reputable manufacturers who do. For 
our informative booklets, please send the coupon. 


For exciting drama watch ‘‘Alcoa Presents”’ 
every Tuesday evening—ABC-TV 


Aluminum Company of America 
1755-K Alcoa Building, Pittsburgh 19, Pa. 


Please send your free booklets: 

|) Painting With Aluminum In Color 

[| |} Aluminum Roof Coatings Make Time Stand Still 
Name 

Company 


Address 


City 


Want more facts? Circle 115, p. 57 
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CELLOPHANE TAPE 
"0. 600 oe 


Don't miss out on this money saving offer! From September 18, and for six weeks following, you 
get two free rolls of 2592 inch “Scotch” Brand Transparent Tape when you buy ten. Call your 
“Scotch” Brand Tape supplier now. Offer applies to all standard width (% inch to 1 inch) 2592 
inch transparent rolls. Regular assorting privileges also apply. Offer expires October 31, 1961. 


REG. U.S. PAT. OFF. 


SCOTCH BRAND 


**SCOTCH’’ IS A REGISTERED NAME OF 3M CO., U.S.A. 


3m MINNESOTA MINING & MANUFACTURING CO. 
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AYER SALES 
SKYROCKET 


WITH 


R-7,|DEALER 
— DISPLAYS 


Versatile, traffic stopping new dealer displays backed by years 
of leadership in point-of-purchase sprayer merchandising will 
boost every dealer's sprayer sales. Display racks are always free 

. no hidden cost gimmicks . . . no “tie-in” slow moving mer- 
chandise. Small quantities of popular priced patterns assure fast 
turnover with rock bottom investment. Display racks adapt to 
most any display location . . . floor, island, counter or window 
... and they deliver the sales message loud and clear with vivid 
illustration, forceful, informative copy. Ask your hardware or 
garden supply distributor salesman about Root-Lowell Dealer 
Displays, or write us direct for “Facts and Figures: The Story of 
Root-Lowell Dealer Displays.” 





ROOT-LOWELL CORPORATION 


Division of Root-Lowell Manufacturing Co. 


445 N. Lake Shore Drive, Chicago 11, Illinois, U.S.A. 


+ ’ USE A COMPHESSED 56% SPRAYER 


¥ No. 62E Compact* Garden Sprayer Display 


The new concept in dealer displays 
right out of the Space Age! Five 
#133 Compact Garden Sprayers best 
for most all home gardening jobs 
with unique traffic stopping red and 
yellow display that uses less than 
3 square feet of floor space, sells 
sprayers like a fleet of salesmen. 


+ No. 62A Hand Sprayer Display No. 62B Compressed Air Sprayer 


Package includes 10 each of #260 — 

Atomist*, #285 Atomist, intermit- Space-saving floor display. Holds 
tent sprayers with 4-Jet Nozzle and one #191C Sure-Seai® 4-gal. 
10 each #231 Continuous Sprayers. Sprayer; one #120C Sure-Seal 
Counter/island display holds 3 3-gal. Sprayer; one #258A De Luxe 
each of the 3 patterns. Sure-Seal 3-gal. Sprayer. 


etevutetee 


No. 61D Hand Duster Display 


Counter display with five #443 all-purpose No. 62G Slide-Sprayer Display 


No. 61C Compressed Air Sprayer Display 


Colorful island/counter display with two 
#105A Sure-Seal 2-gallon Sprayers for home 
and garden use. 


* Trademark 


hand dusters with exclusive 3-way adjust- 
able nozzle and free a plunger. A 
favorite with rose growers. Also ideal for 
vegetable and flower gardeners and for mos- 
quito and insect control. 


Brilliantly illustrated counter /island display 
gives a real boost to these long time favor- 
ites. Display holds 1 each #729, #727 and 
#719 Slide Sprayers. 











PRAFSTOF: 


weatherproofing products 
are cleverly presented in 
this colorful, animated dis- 
play. The vari-vue picture 
shows automatic Door 
Bottom* in action as you 
walk past. 

Easeled, measuring 
9”x12”, this is a traffic- 
stopper for window or 
counter! 


Contact your 
HARDWARE WHOLESALER 
FOR NEW SALES AIDS... 
including: 
ANIMATED DISPLAY 
Colorful 
CONSUMER BOOKLETS 
NEWSPAPER AD MATS 











Keep weather out... 
comiort in 

the year round 
insulate your doors 
againaet winter coid 
surrnrmer heat, dust 


winttd, irwmects, with 
PRAF STOP 


WEATHERSTRIPPING 
and DOOR BOTTOM" 
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A boon for builders .. . new 


DrafStop Insulated Door Stop 
combines weather stripping 
and door stop in one easy- 
to-install unit, coped for 
perfect fit. 


ITEM NO. D-400 DRAFSTOP® 
INSULATED DOOR STOP 
Two 7’, one 3’ lengths. 


Suggested Resale... $3.90 











your 


STOP 








Drafstop® fully automatic Door 


Bottom with spring action open- 


ing . . . nylon stop-roller for tight 


threshold closing. Anodized alum- 
inum, tough, pliable vinyl guard. 


New “see-through,” self-service 


poly-bag packaging builds im- 


pulse sales. 


ITEM NO. D-200 3’ DRAFSTOP® 
DOOR BOTTOM® with hardware. 


Suggested Resale. . $3.59 


*U.S. PATENT NO. 2855638 





customers will 


LOOK anc 








DrafStop® Weatherstripping in new 
easy-carry 3'2’ lengths creates more 
weatherproofing business for you. 
Light enough for a woman to carry... 
fits easily in even a compact car! 


ITEM NO. D-101 DRAFSTOP® 
WEATHERSTRIPPING 
Five 31,’ lengths, brads & instructions 
Suggested Resale... $1.89 per unit. 


Also available in ITEM NO. D-100 
standard two 7’, one 3’ lengths. 
Suggested Resale... $1.89 per unit. 


ft it = 2 EtG EE =; Ee "I" Ss CO. DEPT. 2048 HA 


Precision engineered products for customer satisfaction and profitable sales 


600 NORTH BALDWIN PARK BOULEVARD ¢« CITY OF INDUSTRY ee CALIFORNIA 
Want more facts? Circle 117, p. 57 
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ALCOA 
GETS "EM 
ALL WOUND UP 
WITH 
10 TESTED HARDWARE PROMOTIONS! 


Here’s what Alcoa gives you: 
Ten tested and proven ideas that 
sell your stock! Traffic-building 
“saturation” radio spots in key 
market areas! Two full-color 
pages in the magazine your best 
prospects read! Buy-appeal com- 
mercials on Alcoa’s network TV 
show, “‘Alcoa Premiere’! Sales 
banners and individual sets of 
five counter cards to establish 


Entertainment at Its Best .. . 


you as “headquarters” for hard- 
ware and hardware information! 


SEND TODAY 
FOR YOUR FREE 
PORTFOLIO of Alcoa’s Market- 
Maker promotion materials. 
Write, wire or phone... or simply 
clip the handy coupon at right! 


Se Qa eeaeaaaneoneoeoees 


Aluminum Company of America 
1646-K Alcoa Building 
Pittsburgh 19, Pa. 


Please send me a 1961 Alcoa Market- 
Maker Planning Guide ... to help me 
sell more hardware than ever before! 


Store Name 
Address 
Cty Zone State 
Ordered by___ 
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Vac OA ALUAMINUARA, 





ALUMINUM COMPANY OF AMERICA 


ALCOA PREMIERE with Fred Astaire as Host 


Want more facts? Circle 118, p. 57 


Tuesday Evenings, ABC-TV 
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WOULD VOU LIKE THESE TOOL BRACKETS FREE? 
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..:While increasing profits with quality Ames Tools 








HERE'S” YOU ORDER #STB-60* VALUE YOU PAY 


. Consisting of 60 Retail Value (tools) $212.67 $141.78 
H OW full size Ames Tools Dealer Cost (brackets) 21.95 FREE 
and 10 Streater Tool Brackets Total Value $234.62 $141.78 








Free Association Approved tool brackets. Drop 
shipped, freight prepaid! Spring dating! Billed 
through Ames distributor of your choice! 


*STB-60 CONSISTS OF: hy / 10 Peg Board Adapters 


i / sf ad / 

Steel-Lite Shovels (803) Dandelion Weeders (ADW) ) / / )/ 5 Fork & Shovel J 2 Hoe Brackets 

Bow Rakes (A14RB) Floral Rakes (ATR8) -, \' Brackets 

Floral Hoes (AFH5) Garden Spades (AGSD) 

Floral Spades (AFGSD) All Purpose Hoes (ASTO) 3 Rake Brackets 

ae AG6%) Speedy Cultivators (A3SC) Watch for Our Ads in 
ora ovels ( Y) Warren Hoes (AW7 »s 

Turf Edgers (AFTSHD) 10 Peg Board denaots — FREE sae Caleta eens 

Garden Rakes (A14C) 5 Shovel & Fork Brackets — FREE } 

Spading Forks (ATLDA) 3 Rake Brackets — FREE 

Floral Spades (AFGS) 2 Hoe Brackets — FREE 


wWwWwwWwwwoawwsw 


oO. AMES CO. Parkersburg, W. Va. 


Want more facts? Circle 119, p. 57 
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you are cordially 


invited to 


attend SS 


The only garden supply trade 


astern show in the East. aan 


Hundreds of leading man- 


qd \ 1V ) ufacturers invite you to 


do your spadework for 


(sarden profits by comparing 


hed 


COLISEUM 
NEW YORK 
OCTOBER 
20-22, 196! 


for the trade only 


Save time by registering NOW. 
Fill in and mail this registration 
coupon and your badge of admis- 
sion will be mailed to you. Please 
check at bottom of coupon if you 
wish us to make hotel reservations 
for you. Minors under 18 years of 
age will not be admitted under 
any circumstances. 


oe eee eee ee ee ee ee ee ee 


the latest and best your 
industry has to offer. 


UNEARTH hundreds 


f d d 
roducts : — ucts an 


5$99990599559999 


qpeet Show DIG aera new — 








chandising and pro- 
motional plans. sss 





TURN UP money-making ideas by the 


shovelful. 599999999999 99999009999 9999999999 9950 


Lift your pen right now and send for 
your free badge of admission to the show 
which will help you scoop in profits. 


fill in and mail coupon immediately! 


Eastern Lawn, Garden & Allied Products Trade Show, 331 Madison Ave., New York 17, N. Y. 
(PLEASE PRINT) | 


Name Title 
Firm 

Street 

City 

Type of Busi 











State 








Please check below the classification of your business 
[] Wholesaler [[] Retailer [] Dept. & Chain Store Buyer [-] Importer-Exporter 
(] Mfgrs: Agent [[] Manufacturer [J Other [(j Please send hotel reservation blank 


Want more facts? Circle 120, p. 57 
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ll o Sterling water softener salt 
products—steady selling busi- 
ness builders... all year round. 
Water softener owners buy salt regu- 
larly. Month-in, month-out, all year 
long. How to cash in on this dollar- 
building business? Easy. Feature the 
salt that’s sure to please your cus- 
tomers: Sterling. 

In the Sterling family of Brine Buttons, Brine Crys- 
tals, Brine Kubes, you'll find a product that regen- 
erates any softener speedily and efficiently. Keeps 
softeners working in peak condition, too. 

Let your customers know you carry Sterling. Use 
window displays and permanent in-store floor dis- 
plays. Advertise. And don’t forget to check local 
softener sales. Each one is a potential customer. 

There’s plenty of hard cash to be made from soften- 
ing water. Feature Sterling and you'll see what we mean. 








INTERNATIONAL 


CLARKS SUMMIT, 


STERLING PROFIT- MAKERS 


A= ; 


Q. Sterling Halite Melting 
Crystals—the leading product 
to melt ice and snow. Here’s a 
red-hot seller for the cold months— 
Sterling Halite Melting Crystals. They 
vate make ice and snow disappear fast 
==) from sidewalks, steps, driveways and 
parking areas. Mighty handy to get a car going, too. 
Just scatter under rear wheels for instant traction. 

For top sales, build an eye-catching, one-ton mass 
display. 100 10-lb. bags, 40 25-lb. bags take only 
24” x 54” of floor space. 

Sterling is backing up your selling efforts with a 
hard-hitting billboard campaign. Over 1,400 posters 
will be used during 60 days of winter’s worst weather. 

The first winter storms will start a rush for this 
popular product. Stock Sterling Halite now! Comes in 
10-Ib. bags, 25-lb. bags (with carrying handle), 50-/b. 
and 100-lb. bags. Order today from District Office. 








a aa 
melts MORE Ice 





SALT COMPANY 


PENNSYLVANIA 


DISTRICT OFFICES: BOSTON +» BUFFALO - CHARLOTTE + CHICAGO - CINCINNATI + DETROIT - NEWARK - NEW ORLEANS - NEW YORK - PHILADELPHIA - PITTSBURGH - ST. LOUIS 
Want more facts? Circle 121, p. 57 
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Any kind of hardware you’re shipping—from nuts 
and bolts on up—gets where it’s going faster on 
Greyhound Package Express. Shipments going hun- 
dreds of miles can arrive the same day they’re sent! 


Whatever the destination of your shipment, chances 
are, a Greyhound is going there anyway...right to 
the center of town. Greyhound travels over a million 
miles a day! No other public transportation goes to 
so many places—so often. 


You can ship anytime. Your packeges go on regular 
Greyhound passenger buses. Greyhound Package 
Express operates twenty-four hours a day...seven 
days a week...including weekends and holidays. 
What’s more, you can send C.O.D., Collect, Prepaid 
...0or open a charge account. 


SS a ee ee ea ae 





L 




















CALL YOUR LOCAL GREYHOUND 
BUS TERMINAL TODAY...OR MAIL 
THIS CONVENIENT COUPON TO: 


GREYHOUND PACKAGE EXPRESS 
Dept. K-10, 140 S. Dearborn St., Chicago 3, Illinois 


Gentiemen: Please send us complete information on Greyhound 
Package Express service...including rates and routes. We 
understand that our company assumes no cost or obligation. 


NAME_ TITLE 





COMPANY 
ADDRESS innate a OED cies 








ZONE___STATE. 








IT'S THERE IN HOURS...AND COSTS YOU LESS! 


Want more facts? Circle 122, p. 57 
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New All-Weather TUF-DUK 


selis itself, pays 59c profit per pair 


e® Sure grip, 
wet or dry 


® Repels oil, 
water, snow 


"“Aid- WEATHER 


e Warm, 
Keeps hands worm ond dry comfortable; 
soe apalamt pre at flexible in 
cold 
weather 


TWEED SMALE MR 


e Washable 


® 10 times longer 
wear than jersey 


NEVER BEFORE 2 work glove with so 
many self-selling features! Edmont 
guarantees user satisfaction or money 
back, Guarantee stated on tag. Order 
from your wholesaler. Drivers’ slip-on 
No. 1704; knitwrist No. 1700; safety 
cuff No. 1707. 





Your fastest-selling liquidproof gauntlet. : LONGEST WEAR FOR $1.19 
Monkey Grip No. 303 

Full profit at $1.29 retail Tough, longest wearing vinyl plastic. 
Good flexibility, excellent dry grip. 
“Job-fitted” for handling any rough, 
abrasive materials such as rough lum- 
knit jersey liner give soft- ber, concrete block. Resists oil and 
ness and flexibility unusual acids. Outwears ordinary leather and 
in fully coated work gloves. : as many as 10 pairs of canvas gloves. 


Excellent resistance to snags 
and abrasion. Curved, pre- ~~ 
flexed fingers and wing TOPS IN NEOPRENE. $1.29 RETAIL 
thumb give natural hand fit. peers aia eyo : 
Also available in knitwrist Coated with Edmont’s special neoprene 
No. 707, retailing at 98¢ that Is not only extra tough and long- 
and 12” gauntlet No. 712 wearing but as flexible as plastic. Ideal 
2 , for workmen, farmers, home handymen— 
$1.59 retail. protects against cutting, abrasion, oil, 
chemicals and heat. It’s “thumbs up” on 
profits when you feature these long- 
popular gloves. Gauntlet style No. 912 
retails at $1.84. 


Ed mont Order today from your wholesaler 
- JOB-FITTED WORK GLOVES 
Edmont Inc., 1214 Walnut Street, Coshocton, Ohio. Also makers of Green Thumb and Werx brand gloves 


Want more facts? Circle 123, p. 57 A 
34 © HARDWARE ACE, October 5, 1961 Want more fects? Circle 124, p. 57 > 





Tough as a turtle’s shell yet 
its special vinyl coating and 





Turtle No. 76 
10” gauntlet 








MIBCINIOR GZ 


In this issue: 


SPRINKLER 


WITH A BRAIN 
oe ve oy oe oy oe oe oe oe ok 


World's Most 
Fabulous Traveler 


KPT 
AND MANY, MANY OTHER 
INTERESTING FEATURES 

9 9S92232222222222- 


Nowman Ts, 
’ ‘Thowtkwell] “= 





THE 
SPRINKLE 
WITH 

A BRAIN! 


Times itself! Oscillates! Shuts itself off! Just turn on the faucet and walk 
away. Melnor’s new No. 990 gives lawns exactly the right amount of 
watering, then shuts itself off when the job is done. No flooded lawns, no 
wasted water, no guesswork. And when you sell the Melnor No. 990, you’re 
actually making two sales in one—an oscillating sprinkler and an H2Off* 
Water Timer. Coast to coast TV will send you the customers! 


# Patent Pending 











‘It may 

be 1962 
everywhere 
else... 

at Melnor 
it’s 

1965! 


Skip a few years 

with Melnor. Sell the 
products in 1962 that 
OlAelcyu-meele-selmeyicc) mbemmosy 
Sprinklers that think... 
sprinklers that roll 

on and on, go around 
corners, and cover huge 
areas! And look for an 
even bigger TV 
campaign to top 
Melnor’s “Paar-ful” | 
schedule in ’61. 











LOWE ST Climbs, turns corners, covers more ground! Here’s a sprinkler that really 
gets around—yet stays within the reach of almost every homeowner. It 
PRICED costs % less than any other reel-type traveling sprinkler on the market! 
Melnor’s Roll ’n Reel* travels up to 200 feet, sprinkling all the way. It 


REEL TYPE waters huge, irregular shaped lawns automatically. Water pressure moves 
it along path of hose. Turns corners, goes up 10°-20° inclines with ease, 


TR AVELER winds hose neatly around reel, ready for next trip. And with optional 
e Shut-Off Valve, Roll ’n Reel shuts itself off when sprinkling is completed. 





NEW FWIST Another Melnor first! Here are the new Melnor Multi-fit cou- 
IN COUPLINGS . lings and menders that fix any hose in seconds. Two sizes fit all 
e plastic and rubber hose—one for %”, :;” and 12”, the other for 3%", 
f af ELN 54” and %”. There’s no need for special tools, just cut, insert and 
i OR twist. Multi-fit couplings are self-threading, and form a vise-like, 


ra LT £ leak-proof connection under the heaviest water pressure. And 
I-FITS . they can be released in seconds for re-use over and over again. 


#* Patent Pending 





H20rF WATER TIMER 
MECHANIZES 

THIS COLUMN OF 
MELNOR SPRINKLERS! 


Automatic shut-off and water control for any sprinkler. Just 
attach Melnor’s remarkable Water Timer to the faucet, set 
the dial, and H2Off does the rest. It allows only the required 
amount of water to flow through the sprinkler, then shuts it off 
automatically. 





The market for Water Timers is wide open. Everyone wants to 
save time, work and water — homeowners who already own 
sprinklers, and new customers, too. Here’s your chance to make 
the extra sale. A Water Timer is the perfect companion to any 
one of the fine Melnor Sprinklers shown here. 


Melnor’s famous Oscillating Sprinklers cover rectangular areas 
up to 2400 square feet with a penetrating spray that leaves no 
dry corners, no flooded areas, and no wet sidewalks. 


The amazing Turret Sprinkler not only waters long, narrow 
strips, but big rectangular and square areas as well. Just turn 
the turret spray selector for the desired shape. 





Melnor’s Pulsator waters narrow wedges or full 90 foot circles. 
A flip of the dial aims the spray to the area needed without 
wetting adjacent areas. 


The Square gives efficient sprinkling at a budget price. 





WW BS Melnor’s Revolving Sprinklers not only do a whirlwind watering 

» RE job, but are among the best sprinkler values in today’s market. 
8 

- 7 And Melnor’s New Pistol Hose Nozzle operates with one hand, 


turns on and off, adjusts with a flick of the thumb. 








SEE BACK FOR FREE 
BONUS DEALS AND 

A FAST MOVING LINE OF 
GARDEN ACCESSORIES! 








MELNOR GIVES YOU FREE BONUSES IN ' 


_ TWO “EARLY BIRD” SPECIALS 


(3) No. 525 Wave Sprinklers @ 5.95 ea.. 
(3) No. 610 Wave Sprinklers @ 7.95 ea.. 


: : | (3) No. 720 Wave Sprinklers @ 9.95 ea.. 
| (1) No. 880 Wave Sprinkler @ 12.95 ea.. 
(1) No. 990 Wave Sprinkler @ 16.95 ea.. 


with H,Off Water Timer 
FREE BONUS 
(1) No. 100 H,Off Water Timer @ 4.95 ea..... 4.95 
a ae 5, ae is | (1) No. 650 Square Sprinkler @ 2.95 ea...... 2.95 
= Get these free... - | ee (1) No. 950 Pulsator @7.95ea............. 7.95 
oe cc ae | | | | TOTAL RETAIL VALUE: 117.30 











NEW BONUS ASSORTMENT OF 


'N SELL ACCESSORIES: 


No. 161S—68 individual pieces including 15 different items, with FREE 
3-sided counter display rack. 





Melnor’s See 'n Sell accessory line now in fast-moving, self-selling, full 
color skin-pack cards. This new assortment comes with a free 3-sided, 
revolving wire rack. 


TOTAL RETAIL VALUE: 70.56 
DEALER COST: 44.69 


DEALER PROFIT: 25.87 


Retail value of wire rack: $4.00 


ORDER NOW FROM YOUR MELNOR DISTRIBUTOR! 





MLE LN Oo FR INDUSTRIES, INC. MOONACHIE, NEW JERSEY Copyright by Melnor Industries, Inc., 1961 Printed in U.S.A 
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Too much buying time? Too little selling time? 











DONT 


Scatter your buying! 


Is it more profitable to have 
many suppliers or a few? 
Here’s how a dealer answered 
this question for himself, 


AND WHY 


How do you stalk a tiger? Or, better profits? 

When your game is a big, tough animal, you usually 
go after it with a high-powered rifle. One big potent 
shot. A shotgun won’t do. 

As hardwaremen, your game is profit, and the 
analogy holds. For the more you scatter your shots, 
the less effective is each. 

This applies to promotions and to merchandising. 
One big, potent ad is usually better than a dozen small 
ones. Central displays of tightly related merchandise 
are better than units scattered around the store. Per- 
haps the word is unity ... in planning and follow 
through. 

This thinking pays off most of all in the dealer- 


HARDWARE AGE, October 5, 1961 © 41 





DON’T scatter your buying! 
(Continued ) 


fs 


Dealer Greene (right) runs a bin check with supplier salesman Tom Harris, Moore Handley Hardware Co. 


wholesaler relationship. It pays off in numerous ad- 
vantages at both ends of the stick, but mostly in terms 
of net profit. 

When a $100,000-a-year store gets merchandise from 
10 suppliers, it is using a shotgun. And paying dearly 
for the ammunition. This store is averaging $7000- 
$8000 apiece in annual purchases; not bad, but not 
nearly so effective for what it represents. That $7000 
a year average could climb to maybe $25,000 a year, if 
suppliers were trimmed to three or four. 

In this situation, the ordinary dealer account be- 
comes a very important account, with several inherent 
advantages: 

—More interest and service from the fewer sup- 
pliers. 

—More time for selling. 

—Fewer outs and back orders, faster deliveries. 

—Fewer, larger orders and more turnover. 

—Less bookkeeping, check writing, and correspond- 
ence. 

—More profit because of these advantages. 

A case in point is best told by the dealer who has 
experienced the advantages of buying most of his mer- 
chandise from a few suppliers. The dealer is W. E. 
Greene, proprietor, Vestavia Hardware & Home Sup- 
ply, Birmingham, Ala.: 
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“Working closely with fewer jobber salesmen is one 
of our secrets for speeding up turnover. We’ve got 
our average turn up to six times a year. 


“We buy some 70 percent of our merchandise from 
a single wholesaler. As a result, the supplier’s sales- 
man can afford to lend us much more freely of his 
time and talent. In fact, this man gives us some nine 
hours a week. He’s in the store regularly on Wednes- 
day, Thursday and Friday afternoons. 


The weekly want list is not enough 


“The distributor salesman is as interested as we are 
in seeing that we maintain a maximum stock turn- 
over. Of course, we keep a want-list going. It usu- 
ally reaches five or six pages a week. But the sales- 
man combs our entire stock each week and often 
catches items that we don’t have on the want list. 


“Or, he may find something that is an obvious slow 
mover, and say ‘let’s get this on the sales floor, mark 
it down, and move it out.’ 


“This kind of help keeps outs and overstocks at 
bottom, and it is money in the bank. 


“Our policy is to buy sparingly, but often, in wide 
variety. Our principal wholesaler is located right in 
town, and we can count on next-day deliveries. 





“As an example of our ordering policy, take toilet 
seats. We believe in a selection of color and style. 
Our trade wants it that way, and we have fewer walk- 
outs that way. 

“We carry seats in black, green, blue, white, and 
pink. Some dealers buy a half-dozen seats, all in one 
or two colors. They lose sales by a selection that is 
two narrow, yet we carry no more inventory. 

“This is also too often true in rubber goods and 
plastics. We carry a big color selection, and depend 
on the wholesaler for fast deliveries to compensate for 
depth of stock. 

“But for the help given us by the wholesaler’s sales- 
man, we figure we would have to add another sales 
clerk. We have some 600 bins to check, and stock 
keeping is always a big job. And, to boot, the sales- 
man helps out by waiting on trade when we’re jammed. 

“This has several values. 


We like to sell a single brand 


“The salesman gets ideas on ways to merchandise. 
He gets a chance to get behind certain items he sup- 
plies and really push them. 

“We stick largely to one brand in a line, as a rule. 
For this reason, we stay away from most special deals 
offered by other wholesalers on other brands. About 
the only departure from this one-brand philosophy is 
where a need arises for, usually, a cheaper brand for 
low end competition. 

“Naturally, there are items and lines which we buy 
from other wholesalers. Fertilizer is a good example. 
Our main supplier does not carry fertilizer. 

“T had many years of experience with a mail order 
chain. This was invaluable. 

“T learned the value of rapid turnover, and its ef- 
fect on profit in hardware merchandising. To this 
end, we put lots of emphasis on two key points: 

“First, keep staple items in stock. Keep the re- 
order lines flowing, and get good service from the 
supplier. 

“Second, display staples in the most attractive 
manner possible. Don’t take good items for granted. 
They must be seen to reach sales potential. 

“We’ve found it pays to keep shifting displays 
around. Customers never get bored this way, and new 
interest is placed steadily on a variety of staple lines,” 
Mr. Greene says. 

Naturally, Vestavia Hardware’s decision to concen- 
trate sales volume in the hands of a few suppliers has 
had several benefits besides service, low outs, and 
faster turnover. 

There’s less bookkeeping, letter writing, and han- 
dling of checks. And there’s less chance of error all 
around. 


In sum, there has to be more profit when buying is 
curtailed to a few suppliers. 


Perhaps it is time you gave this whole idea a little 
more study. The place to start is on your sa'es floor. 
The next step is in your office. 


On the sales floor, you quickly can measure your 
condition in lows and outs, and items gathering dust. 
Your salesmen can fill you in on the rate of walkouts, 
and overstocks are hard to miss. 


If you are stagnated by lows and outs, or overstocks, 
either your order system isn’t working or you are buy- 
ing too little from too many suppliers. 

Back at the office, it doesn’t take long to run through 
an average month’s invoices. This does a couple of 
things for you. It shows at a glance how many firms 
are feeding you supplies. 

This quick review also pinpoints the back-order situ- 
ation, the amount of an average order, and other such 
details you may miss in day-to-day routine. 

If you are buying from a dozen-odd suppliers you 
will see at once the amount of checking, bookkeeping, 
and bill paying that is involved to cover a great num- 
ber of small orders. 

Wouldn’t it be so much simpler to trim this work 
to one-half or two thirds? Wouldn’t it be easier 
and more profitable to find a couple of suppliers capa- 
ble of keeping you in stock across the board? 

And wouldn’t you, if you were in their shoes, bend 
over backwards to prove you merit the opportunity to 
serve such an account? 


Is it right to be a "good guy?” 

Many dealers apparently have the notion they are 
being a “good guy” by spreading their orders around 
among many suppliers. The truth is, small orders are 
not profitable for the average wholesaler. They often 
cost too much to process to be profitable. 

Many wholesalers have eliminated small accounts 
altogether. The amount that determines what is a 
“small account” varies from house to house 

More importantly, the question must be asked: 

Can you afford to be a good guy? Can you afford 
outs, low turnover, and extra bookkeeping, just to stay 
on the good side of the salesmen for a dozen wholesale 
houses? 

No matter how small or big your business, there is 
profit in doing more of that business with fewer 
suppliers. 


There is more loyalty. 
There is more service. 
There are a dozen hidden benefits. 


Try it and see. —End 
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DON’T scatter your buying! 
(Continued ) 
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Dealer Greene (right) runs a bin check with supplier salesman Tom Harris, Moore Handley Hardware Co. 


wholesaler relationship. It pays off in numerous ad- 
vantages at both ends of the stick, but mostly in terms 
of net profit. 

When a $100,000-a-year store gets merchandise from 
10 suppliers, it is using a shotgun. And paying dearly 
for the ammunition. This store is averaging $7000- 
$8000 apiece in annual purchases; not bad, but not 
nearly so effective for what it represents. That $7000 
a year average could climb to maybe $25,000 a year, if 
suppliers were trimmed to three or four. 

In this situation, the ordinary dealer account be- 
comes a very important account, with several inherent 
advantages: 

—More interest and service from the fewer sup- 
pliers. 

—More time for selling. 

—Fewer outs and back orders, faster deliveries. 

—Fewer, larger orders and more turnover. 

—Less bookkeeping, check writing, and correspond- 
ence. 

—More profit because of these advantages. 

A case in point is best told by the dealer who has 
experienced the advantages of buying most of his mer- 
chandise from a few suppliers. The dealer is W. E. 
Greene, proprietor, Vestavia Hardware & Home Sup- 
ply, Birmingham, Ala.: 
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“Working closely with fewer jobber salesmen is one 
of our secrets for speeding up turnover. We've got 
our average turn up to six times a year. 

“We buy some 70 percent of our merchandise from 
a single wholesaler. As a result, the supplier’s sales- 
man can afford to lend us much more freely of his 
time and talent. In fact, this man gives us some nine 
hours a week. He’s in the store regularly on Wednes- 
day, Thursday and Friday afternoons. 


The weekly want list is not enough 


“The distributor salesman is as interested as we are 
in seeing that we maintain a maximum stock turn- 
over. Of course, we keep a want-list going. It usu- 
ally reaches five or six pages a week. But the sales- 
man combs our entire stock each week and often 
catches items that we don’t have on the want list. 


“Or, he may find something that is an obvious slow 
mover, and say ‘let’s get this on the sales floor, mark 
it down, and move it out.’ 


“This kind of help keeps outs and overstocks at 
bottom, and it is money in the bank. 

“Our policy is to buy sparingly, but often, in wide 
variety. Our principal wholesaler is located right in 
town, and we can count on next-day deliveries. 





“As an example of our ordering policy, take toilet 
seats. We believe in a selection of color and style. 
Our trade wants it that way, and we have fewer walk- 
outs that way. 

“We carry seats in black, green, blue, white, and 
pink. Some dealers buy a half-dozen seats, all in one 
or two colors. They lose sales by a selection that is 
two narrow, yet we carry no more inventory. 

“This is also too often true in rubber goods and 
plastics. We carry a big color selection, and depend 
on the wholesaler for fast deliveries to compensate for 
depth of stock. 

“But for the help given us by the wholesaler’s sales- 
man, we figure we would have to add another sales 
clerk. We have some 600 bins to check, and stock 
keeping is always a big job. And, to boot, the sales- 
man helps out by waiting on trade when we’re jammed. 

“This has several values. 


We like to sell a single brand 


“The salesman gets ideas on ways to merchandise. 
He gets a chance to get behind certain items he sup- 
plies and really push them. 

“We stick largely to one brand in a line, as a rule. 
For this reason, we stay away from most special deals 
offered by other wholesalers on other brands. About 
the only departure from this one-brand philosophy is 
where a need arises for, usually, a cheaper brand for 
low end competition. 

“Naturally, there are items and lines which we buy 
from other wholesalers. Fertilizer is a good example. 
Our main supplier does not carry fertilizer. 

“T had many years of experience with a mail order 
chain. This was invaluable. 

“T learned the value of rapid turnover, and its ef- 
fect on profit in hardware merchandising. To this 
end, we put lots of emphasis on two key points: 

“__ First, keep staple items in stock. Keep the re- 
order lines flowing, and get good service from the 
supplier. 

“Second, display staples in the most attractive 
manner possible. Don’t take good items for granted. 
They must be seen to reach sales potential. 

“We’ve found it pays to keep shifting displays 
around. Customers never get bored this way, and new 
interest is placed steadily on a variety of staple lines,” 
Mr. Greene says. 

Naturally, Vestavia Hardware’s decision to concen- 
trate sales volume in the hands of a few suppliers has 
had several benefits besides service, low outs, and 
faster turnover. 

There’s less bookkeeping, letter writing, and han- 
dling of checks. And there’s less chance of error all 
around. 


In sum, there has to be more profit when buying is 
curtailed to a few suppliers. 

Perhaps it is time you gave this whole idea a little 
more study. The place to start is on your sales floor. 
The next step is in your office. 

On the sales floor, you quickly can measure your 
condition in lows and outs, and items gathering dust. 
Your salesmen can fill you in on the rate of walkouts, 
and overstocks are hard to miss. 

If you are stagnated by lows and outs, or overstocks, 
either your order system isn’t working or you are buy- 
ing too little from too many suppliers. 

Back at the office, it doesn’t take long to run through 
an average month’s invoices. This does a couple of 
things for you. It shows at a glance how many firms 
are feeding you supplies. 

This quick review also pinpoints the back-order situ- 
ation, the amount of an average order, and other such 
details you may miss in day-to-day routine. 

If you are buying from a dozen-odd suppliers you 
will see at once the amount of checking, bookkeeping, 
and bill paying that is involved to cover a great num- 
ber of small orders. 

Wouldn’t it be so much simpler to trim this work 
to one-half or two thirds? Wouldn’t it be easier 
and more profitable to find a couple of suppliers capa- 
ble of keeping you in stock across the board? 

And wouldn’t you, if you were in their shoes, bend 
over backwards to prove you merit the opportunity to 
serve such an account? 


Is it right to be a "good guy?” 

Many dealers apparently have the notion they are 
being a “good guy” by spreading their orders around 
among many suppliers. The truth is, small orders are 
not profitable for the average wholesaler. They often 
cost too much to process to be profitable. 

Many wholesalers have eliminated small accounts 
altogether. The amount that determines what is a 
“small account” varies from house to house. 

More importantly, the question must be asked: 

Can you afford to be a good guy? Can you afford 
outs, low turnover, and extra bookkeeping, just to stay 
on the good side of the salesmen for a dozen wholesale 
houses ? 

No matter how small or big your business, there is 
profit in doing more of that business with fewer 
suppliers. 

There is more loyalty. 

There is more service. 

There are a dozen hidden benefits. 


Try it and see. —End 
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Want to get out O 


... Move carefully... & 


Is your store in a rut? Are you discontent with a 
run-of-the-mill operation that brings you a living, 
but really isn’t going anywhere? 

If so, you have lots of company. But changing or 
expanding for the better is not a move to be taken 
lightly. It requires careful planning, based mostly on 
local needs and conditions, rather than a mere yen to 
grow bigger and better. 

A California dealer’s experience points up some key 
aspects of careful planning and expansion. 

Dissatisfied with its plodding rate of volume in- 
crease after four years, Imperiale Hardware’s go- 
getting owners decided to make some drastic moves. 
The store, located in a neighborhood shopping center 
in Redwood City, is owned by Louis Imperiale and his 
wife Helen. They occupied a 15x140-ft space when 
Woodside Plaza Center opened in 1955. 

To present the climax of the story first, in the past 
year and a half the Imperiales have doubled the 
amount of store space and the inventory it contains. 
They’ve increased store personnel from three full-time 
and two part-time workers to a low of nine and a high 
of 13 people. They have hoisted their annual gross 
income by a husky 75 percent. 

The rapid growth of population in the area necessi- 
tated expansion. That was obvious. But the owners 
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had no intention of getting out on an overextended 
limb. 

They made their moves in stages. They planned each 
stage carefully in advance based on community needs. 
The full potentialities of expansion have not been 
realized, even yet. There still remain a couple of 
walls to move outward and a doorway to remodel to 
gain precious space. 

Proof that genuine progress has been made is the 
fact that the Imperiale store is one of the most- 
visited by other Western hardware dealers seeking 
ideas. 


Expansion space is acquired, used 


The expansion program blasted off with the ac- 
quisition of the rear half of an adjoining dress shop. 
This gave the store an L-shape, and provided an alcove 
now devoted to housewares, office space and storage 
and receiving room. The owners then compressed the 
storage space in the main store, leaving only the barest 
minimum for back stocks. In the cleared area they 
installed garden items and kitchen needs. 

Step two was to rip out all the wall cabinets lining 
both sides of the store, and all the drawers beneath 
them, and replace them with cove-lighted perforated 





board panels which permitted open display of all mer- 
chandise on the walls. 

One employee, George Jacobsen, is an all-round 
handyman. He was given the responsibility for mod- 
ernizing fixtures. He stripped all existing fixtures 
down to their bases and did the same with some used 
fixtures he obtained. 

Previously, some of the gondolas were over 6 ft 
high and this prevented both clerks and customers 
from commanding a clear view of the interior. Maxi- 
mum height was reduced to 50 in. on new fixtures Mr. 
Jacobsen built, using adjustable standards and glass 
shelves for most types. 

Other gondolas, of course, were adapted to their 
particular functions but all were built below the maxi- 
mum height. 

Wood, metal, glass and perforated board were used. 
To revitalize displays that seemed drab, Designer 
Jacobsen painted them with bright colors: Turquoise 
for housewares and gifts, eye-catching coral for hard- 
ware items. Gondolas were arranged three or four in 
line to heighten the impression of mass display. 

A sharp line of demarcation was defined, placing 
all hardware on the right as the customer enters, and 
all other merchandise to the left. Gift items are up 
front, with housewares to the rear and in the alcove. 

Rows of multiple fluorescent lighting fixtures were 
installed, raising the illumination within the store to 
a glowing 50-ft candlepower. This one factor helped 
in all but eliminating pilferage. 

Lowering gondola height also helped. So did the 
installation of two large See-All convex mirrors at 
strategic locations. The owners feel that a potential 
pilferer is discouraged just by seeing. the mirrors 
which show all the aisles at once. 


Plumbing, electrical goods expand 


There are four aisles now where there were three 
in the hardware portion of the store. Aisles are 4-ft 
wide. An additional row of gondolas was installed 
without crowding because slim fixtures were designed 
with stepped-back shelves, so customers wouldn’t acci- 
dentally brush merchandise to the floor. 

Both the plumbing and electrical sections were up- 
graded to the point where they now produce several 
times the volume they did before. Formerly confined 
to one gondola, each category now occupies six or 
seven gondolas. 

Mr. Jacobsen designed and built special racks and 
fixtures of metal to hold hundreds of electrical and 
plumbing items. He originated a four-way rack for 
shelf paper display that has since become adopted by 
some manufacturers. With scrap materials he pieced 
together a tall dispenser for batteries that is visible 
from all over the store. 

As an example of the difference made by the renova- 
tion, faucets used to sell at the rate of about one a 
month when they were “displayed” in drawers. Now, 











Needed: Better arrangement and depth of stock in 
plumbing for self service displays. 


Employee-designer-builder George Jacobsen delivered 
these fixtures to do the job. 





In a rut? Want to get out? 


(Continued ) 


one of each type is mounted on colored panels. Ten to 
20 faucets are sold in the same period. 

The personal touch is much favored by the Im- 
periales. 

On the occasion of their youngest son’s birth, they 
shouted the news with a sign in one window that said 
“It’s here!” and in the other window, “It’s a boy!” 

For strictly business purposes, however, window 
and in-store displays are sprinkled with such signs as 
“See Lou (or Helen or George) about our special deal 
on stepladders (or steam irons).”’ 

“This is a very personal operation,’ Mrs. Imperiale 
says. “Most customers call us by our first names.” 

A friendly tradition that has been most successful 
is that of serving free coffee, and sometimes dough- 
nuts, on Sundays. Everyone helps himself from a 
large urn on a cart up-front, so no employee time is in- 
volved. 

The owners note that “people often come here after 
church and have had no breakfast. Last Sunday a man 
who dropped by for a small purchase stopped for coffee 
on his way out, and bought an additional $8 worth of 
hardware that caught his eye as he was sipping.” 

The urn serves 72 cups at a cost of about 1 cent 
each. 

If the nearby bakery has leftover doughnuts, three 
or four trays of them are put out with a courtesy card. 
The idea is winning more friends every week. Of 
course, no attempt is made to sell merchandise if a 
visitor doesn’t make an inquiry. 

Even apart from the coffee period, impulse selling 
is high because just about all the merchandise in the 
store is on display. 


Needed: A way to dramatize hammer, hatchet assort- 
ments. This display does the job. 


Says Mrs. Imperiale, “We are higher at inventory 
time than most stores of this size are, at peak, even 
though we allow inventory to go down when it comes 
time to take stock. 

“People in the suburbs like to get what they want 
when they want it. They hate to be told that ‘we can 
get it for you soon enough.’ So our storage area in 
the back room contains only those items from out of 
state that we can’t get without waiting. Although we 
can get almost any other item in a matter of hours, 
we want it right here when it’s asked for.” 

The owners are astute buyers. It is Mr. Imperiale’s 
practice to shop stores that are going out of business 
and often he buys the whole contents of a store. 

He also buys all the “he-man” merchandise such as 
hardware, paint, and athletic goods. 


Copy machine for all charge accounts 


Mrs. Imperiale supervises the paperwork and buys 
housewares and gifts. “Nobody can manage the busi- 
ness end like an owner,” she asserts. 

Her particular pride is a new bookkeeping system 
using a Thermofax copy machine. The increasing num- 
ber of charge accounts necessitated the change. It is 
resulting in about 1% hours a month instead of two 
days, as was formerly required to get bills out. 

The system eliminates addressing and copying old 
balances with the chance for mistakes. It also saves 
printing expense. No printed bill is needed because 
the name and trademark are printed on the ledger 
card that is copied. 

Justifying its $400 cost, the machine makes posting 
cheaper and eliminates special paper and special-sized 
carbons. It is expected to pay for itself within a year. 

The number of charge accounts has risen from a 
mere 25 to more than 400 in a few years and is still 
going up. 

Mrs. Imperiale reports that she never has failed to 
take a discount on all her invoices. “Someone once told 
us that we could buy a new car on what we save by 
discounting,” she says, “and I didn’t see how it could 
be true. 

“But we kept a record of the amounts and it really 
is enough to buy a new car every two or three years. 
In the first three weeks of 1961, normally a very slow 
period, we saved $100 by prompt payments.”’ 

As office manager, Mrs. Imperiale has found a 
unique solution, at least in part, for the personnel 
problem. For three years running, the Imperiales have 
taken one-year trainees from Denmark—young men 
in their twenties. 

They have proved to be terrific workers, and more 
knowledgeable than some employees they have had 
who have been in the hardware business all their lives. 
The owners take the trainees into their home and pay 
them a modest salary besides. 





One trainee they had returned to Denmark and ob- 
tained one of the highest positions in the hardware in- 
dustry, Mrs. Imperiale says. “The agency to contact 
is the American Scandinavian Association in New 
York.” 

Personnel is no problem in the store even though 
the total has risen to a peak of 13. Although volume 
has increased 75 percent, less help is needed in pro- 
portion to sales because of the improved store layout. 

Among the newest and most valued employees is 
Jerry Van Steenbergen, who is in charge of the new 
paint department. 

This section was an “orphan” at the rear of the 
store in a small space. When the adjoining dress shop 
moved out, the Imperiales moved in with a full paint 
department with its own entrance. 

“We used to sell perhaps $30 worth of paint on a 
January weekend,” says Mrs. Imperiale. “On one 
Saturday in the same month this year we sold $302 
worth of paint. 

“Sometimes it takes two or three of us to handle the 
crowds. People bring in a little sliver they can hardly 
grasp and we match the color. We have two color ma- 
chines and three shakers. On weekends they never stop 
going. Jerry is a trained decorator and he goes out 
to customers’ homes and gives them free interior deco- 
rating advice.” This undoubtedly is one reason why 
paint inventory turns many times a year. 

Soon the paint section’s setback doorway will be 
remodeled to bring the department up to the sidewalk 
line and gain space. The wallpaper display soon will 
be expanded. 

One long wall of the hardware section is to be angled 
outward and will provide additional square footage. 
With all of the improvements the store has never had 
to close down. 


Bargain table is a salesmaker 


Except for major holidays, Imperiale Hardware is 
open seven days a week, from 8-6 weekdays and 9-3 
on Sundays. 

The latest device that has gained volume is a “97- 
cent table” up-front near the store’s three cash regis- 
ters. Stocked primarily with hand tools, the table 
sells out on the average of every three weeks. Pur- 
chases off the table run as high as $10-$12 at a time. 

The Imperiales, Helen and Louis, don’t claim to know 
all the answers to hardware dealers’ problems. But 
they hope other retailers can duplicate some of the 
techniques they have found successful. 

“The secret of success in expanding, changing or 
modifying present store or merchandising techniques 
is need. A buying community has to support your 
changes. A bigger paint department will be a dud in 
a community where paint sales are at potential,” the 
Imperiales say. 

“Be certain the changes you plan to make are 
needed. Do not change or expand for the sake of 
change alone. It can be a costly whim.” —End 
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Needed: More display, stock space. Angle brackets 
and high shelves do the job. 


Needed: Pilferage contro! for a larger store. See-All 
mirrors do the job. 
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Beginning . . . the suburban store is started. 


How to make the move... 


that’s best for YOU 


Each dealer faces a different set of problems in planning to move. 


Here is one dealer’s solution to his particular problems, 


and it can help you make decisions concerning your future. 


This could be you. 

The dealer peers through the 
window at a traffic jam outside of 
his store. He has just closed for 
the day, and he is fascinated by 
the weaving and honking of a 
thousand (it seems) automobiles 
in the space of a few minutes. 

His fascination at the modern 
traffic jam turns quickly to an an- 
gry feeling of frustration. “Cars, 
cars,” he thinks, “they’re stran- 
gling me!” 

This may well be the moment 
when the first big decision is made 
to move away, and find a location 
with elbow room. 
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If you have reached this deci- 
sion, it’s a time for you to weigh 
many matters carefully. What’ll it 
be for you, a row store in a sub- 
urban shopping center? Or, would 
you rather have a plot of ground 
of your own, to build the kind of 
store you would like? 

Basically, it comes down to a 
question of how much money 
you’ve got in the bank, although 
there are many pros and cons to 
either type of new location. 

As a dealer, Rocky Falcone had 
been on Main St., Springfield, 
Mass., for a long time. But the 
typical problems of Main St. pre- 


cluded further growth for this 
aggressive dealer. 

There was the normal downtown 
sorepoint of lack of nearby park- 
ing that is “bugging” so many 
dealers these days. Because of 
this, a lot of trade was going sub- 
urban, and this was hurting 
Rocky’s. 

The store did a heavy slice of 
its volume in rentals and similar 
services, and the greatest number 
of potential rental customers were 
moving to the suburbs, Mr. Fal- 
cone felt, as he watched the traf- 
fic maze one evening. 

This was the moment when he 
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Transition . . 


. new store, new parking lot. 


decided that although he would 
continue the downtown store that 
he wanted a suburban store, to 
take up the slack developing in 
downtown trade. 

Mr. Falcone is a man of deci- 
sion. He wanted that branch store 
right away. He had several choices 
to make. 

He could rent a store almost 
anywhere he chose. 

But that would mean remodel- 
ing someone else’s property. 

Mr. Falcone could have, of 
course, chosen to follow the popu- 
lar pattern, and gone over to a 
shopping center location. 


> _ 


But shopping centers offer draw- 
backs as well as advantages. Most 
centers are a rental proposition, 
never allowing the tenant to be- 
come the owner. Also, as business 
increases in some centers, the rent 
climbs in proportion. 

Of course, it’s often a question 
of money in the bank. 

Some dealers must rent, rather 
than take on the big investment 
of land acquisition and new con- 
struction. 

Mr. Falcone also figured that 
storage and service department 
space in most centers is definitely 
limited, or costs a premium too 


. as the new store (left) nears completion, old store (right) keeps operating. 


high for most dealers to afford. 
He wanted at least 20 percent of 
his total floor space set aside for 
repair and rental service facilities. 

Naturally, this would be no 
problem to some dealers who 
thrive on mass merchandising (no 
stockrooms) and few basic serv- 
ices. These aspects have highly 
individual application, and vary 
from dealer to dealer. 

Many shopping centers have no 
basement space. In such a situa- 
tion, with some 20 percent of space 
already “sold” for services, Mr. 
Falcone felt that he would lack 

(Continued on page 88) 
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Confused about SBA loans? 


HERE’S HELP 





If you need a substantial busi- 
ness loan, and haven’t been able 
to get it locally through regular 
channels, the information on these 
pages will help you. 

The Small Business Administra- 
tion makes a number of types of 
small business loans available. But 
there is often confusion about the 
kinds of loans, conditions, collateral, 
etc. 


Explanation of basics 


A summary of this information 
has been compiled by SBA. It 
explains the basics of the various 
types of loans available. 

Further information and advice 
is available from your nearest SBA 
field office. A list of these offices 
also is printed here for your con- 
venience. 


Step one is to determine your 
needs, your desired terms and your 
collateral. Then find the type of loan 
which suits your needs best. 

Step two: Write or visit your 
nearest SBA field office for appli- 
cation forms and further data. 

—End 
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A report of the types of loans you can get 
and the conditions. Here is a list of SBA field 


offices to contact for information and advice. 


SMALL BUSINESS ADMINISTRATION FIELD OFFICES 


Albuquerque, N. Mex., Room 321, Post Office Building. 

Atlanta 3, Ga., Room 604, Volunteer Building, 66 Luckie Street NW. 

Boston 10, Mass., Room 230, 80 Federal Street. 

Buffalo 3, N.Y., Room 504, Federal Building, 117 Ellicott Street. 

Charleston 4, 8.C., Sergeant Jasper Building, West End Broad Street. 

Cheyenne, Wyo., Room 207, Majestic Building, 16th Street and Capitol Avenue, 

Chicago 6, Ill, Room 1302, 226 West Jackson Boulevard. 

Cincinnati 2, Ohio, 809 Fifth Third Bank Building, 36 East Fourth Street. 

Cleveland 1, Ohio, 4th Floor, Federal Reserve Bank Building, East Sixth Street 
and Superior Avenue. 

Dallas 1, Tex., Room 3-104, Merchandise Mart, 500 South Ervay Street. 

Denver 2, Colo., Room 142, New Custom House, 19th and Stout Streets. 

Detroit 26, Mich., Room 438, Federal Building. 

Greensboro, N.C., Room 407, U.S. Post Office Building. 

Houston 2, Tex., Room 610, Scanlan Building, 405 Main Street, 

Jacksonville 1, Fla., Room 425, Federal Building, 311 West Munroe Street. 

Kansas City 6, Mo., Room 2011, 911 Walnut Street. 

Los Angeles 15, Calif., Room 450, Western Pacific Building, 1031 South Broadway. 

Memphis 3, Tenn., Room 212, Falls Building, 22 North Front Street. 

Miami 32, Fla., 408 Ainsley Building, 14 NE. First Avenue. 

Minneapolis 1, Minn., Room 319, Metropolitan Building, Second Avenue South 
and Third Street. 

New Orleans 12, La., Room 1508, Masonic Temple Building, 333 St. Charles 
Avenue. 

New York 1, N. Y., 61st Floor, Empire State Building, 350 Fifth Avenue, 

Philadelphia 7, Pa., Jefferson Building, 1015 Chestnut Street. 

Phoenix, Ariz., Room 419, Ellis Building, 137 North Second Avenue, 

Pittsburgh 22, Pa., Room 835, Fulton Building, 107 Sixth Street. 

Portland 4, Oreg., Room 217, Old U.S. Courthouse, 520 SW. Morrison Street. 

Revo, Nev., 1479 Wells Avenue. 

Richmond 19, Va., Room 309, Parcel Post Building, 11th and Main Streets, 

St. Louis 1, Mo., Room 910, New Federal Building, 1114 Market Street. 

Salt Lake City 1, Utah, Room 105, 222 SW. Temple Street. 

San Francisco 11, Calif., Room 419, Customhouse, 555 Battery Street. 

Savannah, Ga., Room 235, U.S. Courthouse and Post Office Building, 125-29 
Bull Street. 

Seattle 4, Wash., Room 809, Federal Office Building, 909 First Avenue. 
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by W. R. Steller 


I changed my mind... 


about traveling salesmen! 


Why do salesmen always call at 
the wrong time? Or so it seems 
anyway. 

Just when I am waiting on a 
good customer, trying to get my 
tax figured out, or doing something 
else I’ve tried to get done for sev- 
eral weeks, in pops a salesman from 
a wholesale house, a factory, or 
some guy with a new specialty. Of 
all the people I don’t want to see 
then, is a salesman. 





About the author... 


Home Hardware, W. R. Steller’s 
store, has been operating in the 
near-downtown section of Sarasota, 
F'la., for more than 35 years. It’s 
among the oldest stores in the city. 
Owner Steller has been in the hard- 
ware business only about two years. 
He’s 49, and formerly worked as a 
research chemist. A couple of years 
ago he decided to go into business 
for himself. He bought the store 
with his life’s savings. Mr. Steller 
lacked hardware experience: “I had 
to learn, and learn fast. I asked 
everybody questions, especially the 
salesmen who called on me.” The 
queries paid off when Mr. Steller 
showed a profit in his first year. 
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I used to dread ’em, now I make the most of 


their experiences and ability to sell more. 


I felt this way for a long time 
until an idea came to me, and I’ve 
taken a different attitude since. 
And it has helped my business a lot. 

The way it came about was this. 
One day when a salesman from one 
of my regular jobbers came in, I 
said, “Jim, let’s slip next door for 
a cup of coffee where we can talk 
without being interrupted.” 

I had known this fellow for a 
long enough time that I knew I 
could talk over my idea with him in 
confidence. Briefly, I explained what 
I had in mind. 

I told him frankly how I felt 
about salesmen’s calls, and that 
even though he and I were on good 
terms, that sometimes I felt the 
same way about him when he came 
in. 

I explained that I realized every 
hardware dealer had to spend some 
time with representatives of the 
houses from whom he bought, but 
it still seemed like that time could 
be used to better profit some other 
way. As I talked the situation un- 
folded to me. The trouble was that 
each of us thought of ourselves as 
salesman and prospect. 

Actually, it seemed to me that if 
he would consider himself as the 


salesman for his product in our 
store, we both would profit thereby. 

“IT don’t understand just what 
you mean,” said Jim, “but keep 
talking.” At this point I started 
asking him a few questions, some 
of which were: 

Do we do as much business in 
your line as others of your cus- 
tomers who have somewhat similar 
set-ups? 

Are your lines that we stock dis- 
played in the best location in our 
store to get people to buy when 
they come in for something else? 

If you were running my store 
what would you do to increase the 
sale of the lines you sell me? 

We discussed this matter for 
some time. Then I told him that if 
he could increase our sales on his 
products he would increase his own 
as well, not only with us but by 
doing the same things with his 
other customers. Then I asked him 
if he would like to give the plan a 
try. “I don’t know Mr. Steller, but 
I’ll see what I can do.” 


On his next trip Jim suggested 
we have a coffee break together. It 
would take too long to tell all the 
things he told me about what vari- 





ous dealers were doing to sell 
wrenches, for example, but a few 
of them might be of interest. 

For example, we had quite a dis- 
play of various kinds of wrenches 
in our store. Jim said that one of 
his other customers did it just the 
opposite way. He didn’t carry any 
bigger stock than ours, but he 
spread them around. 

For example, he had all sizes of 
pipe wrenches near his display of 
nipples and elbows. Crescent 
wrenches were near auto supplies, 
etc. 

Another dealer would use a jum- 
bled display every once in a while 
as though he were overstocked. He 
would put various sizes and kinds 
of wrenches in bushel baskets on 
the floor with a sign over them that 
read: “Wrench special, prices as 
marked.” 

I began trying out these, and 
other, ideas that Jim told me about 
from time to time. They have help- 


ed to increase our sales volume 
without any additional money tied 
up in stock. 

Another benefit I got was that 
after I used a new sales plan on 
one kind of merchandise and found 
that it worked, I would try a similar 
stunt on other items. 

For example, instead of getting 
mad at the salesman whom I! 
thought had over stocked me on 
something, I would use the jum- 
bled basket display to suggest a 
special sale. I didn’t have to cut 
the price much to move the mer- 
chandise this way, unless it was 
getting near the end of the season 
on some item. 

In this case I would combine both 
the jumble special and a real cut in 
price to get it to move. I have a 
horror of dead money tied up in 
stock from one season to another. 
I use every thing I know of to get 
rid of merchandise before the sea- 
son is over. 


Nobody has all the ideas, and a 
plan that works for a hardware 
dealer in one place usually should 
work just as well in another. But 
I’ve got to know about them in 
order to put them to work. 

What this adds up to is that I 
used to get half mad every time I 
saw a salesman come in. I thought 
talking with him was more or less 
a waste of time. 

Now I take a different attitude, 
and it pays off. I don’t spend any 
more time with salesmen than I 
did before but I think of them as a 
walking information bureau. 

I listen briefly to what they have 
to say, and then I ask them ques- 
tions about what their other cus- 
tomers are doing to move merchan- 
dise. 

Not all salesmen are as helpful 
as Jim, but even a disinterested one 
will sometimes give me an idea 
that I can apply to make a profit 
in my store. —End 





Finnish news 


Dear Editor: 

We have received a request from 
the Finnish Hardware Assn. for 
permission to reprint the article on 
our new warehouse that appeared 
in HARDWARE AGE June 15, 1961. 
We have no objection to this. If 
you are also agreeable, will you so 
advise them and perhaps could let 
them have the photographs used in 
your article. 

Yours very truly, 
W.F. Barnes 
President 
Lee Hardware Co., Ltd. 
Shreveport, La. 
Editor’s note: We have no objec- 
tion. Necessary permission and the 
photographs have been mailed. 


Pocket want cards 


Dear Editor: 

I would like to know the prices 
and quantities available for the 
HARDWARE AGE Pocket Want Card. 

Yours truly, 
A. V. Ward 
Ward Lumber Co. 
Jay, N. Y. 


Editor’s note: We’re mailing you a 
copy of our Merchandising Aids 


Lotto from Hardware Age Readers 





Catalog that gives prices on these 
cards, and other helpful store aids. 
More than a half million of these 
useful little cards have been put to 
use by dealers. We can ship from 
stock at 90 cards for $1, and 600 
for $5 postpaid. 


Dealers of tomorrow 


Dear Editor: 

Here are my ideas of the char- 
acteristics of the hardware dealer 
of tomorrow, in the light of current 
business trends: 

. . . he will want to be in the hard- 
ware field; not just there by cir- 
cumstance. 

... he will have more formal 
training in retailing. 

. . . he will be a man who is never 











satisfied with things as they are. 

. . . he will always be looking for 
new ideas to explore and will be 
willing to take calculated risks. 

... his store will be larger and 
better planned than are today’s 
stores. 

... he will be better financed, 
thus he will be more flexible and 
able to take advantage of buying 
opportunities. 

The independent dealer of tomor- 
row will have to be different or he 
will cease to exist. For those who 
are strong, tomorrow has many 
promises. 

Sincerely, 
Alex Bodner 
Rochester, N. Y. 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 57, and mail 


Item 1 


Spray enamel merchandiser 


This all-metal merchandising 
unit holds 80 cans of Illbronze 4-oz 
size Instant Spray Met-L-Namel. 


Peeuce een « evn ena. 


ams eee 


Unit is gravity fed, and is fur- 
nished with special assortment or- 
der of six cans each of 16 colors. 
Illinois Bronze Powder Co., Dept. 
HA, 2023 S. Clark St., Chicago 16, 
Til. 


Item 2 
Rust remover-preventer 


Duro Rust Dissolver removes 
rust with no scraping or sanding, 
and gives metal a coating that pro- 
tects the surface once rust has 
been removed. It can be used on 
garden furniture, metal railings, 
auto bodies, chrome, etc. Available 
in 8-oz. unbreakable plastic squeeze 
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bottle to retail for $1. Also comes 
in larger sizes. Woodhill Chemical 
Corp., Dept. HA, 1390 E. 34th St., 
Cleveland, Ohio. 


Item 3 


2 screwdriver assortments 


Vaco’s Reversible Assortment, 
No. DA-119 (left), has six each of 
four types of reversible screwdriv- 


ers. Display is 17 in. high, 13 in. 
wide and 7 in. deep. Phillips As- 
sortment, No. PA-69 (right), con- 
tains 48 screwdrivers. Unit is 18% 
in. wide, 16 in. high and 12 in. 
deep. Vaco Products Co., Dept. 
HA, 317 E. Ontario St., Chicago 11, 
Til. 


Item 4 
All-weather work glove 


The Tuf Duk glove is an all- 
weather work glove which provides 
a nonslip grip; repels oil, snow and 
water; and is warm, flexible and 


washable. Its liner is heavy inner- 
fleeced jersey. Palm is heavily im- 
pregnated with vinyl. Back is light- 
ly impregnated to repel water and 
give extra wear. Driver’s slip-on, 
knitwrist and safety cuff styles are 
available. Edmont Inc., Dept. HA, 
1300 Walnut St., Coshocton, Ohio. 





Here is a quick Check 
List of items described 
in the following pages 


Item 5 
Packaged weatherstrip 


Foamade line of weatherstrip 
tape has new impulse packages. 
These include: a 1-roll carded pack- 
age of Foamade with protective 
blister; Econ-O-Pacs with three 
rolls; a special 4-roll package for 
casement windows; a l-roll poly 
pack for promotional pricing. Coun- 
ter display (shown) doubles as a 
shipping carton and holds either 
l-roll packs or Econ-O-Pazs. Bulk 


tape is also available. F’oamade In- 
dustries, Dept. HA, 14851 W. 
Eleven Mile Rd., Oak Park 37, 
Mich. 


Item 6 

Polyethylene kitchen items 
Newest additions to Republic 

Molding’s line of kitchen items are 


this polyethylene dishpan and 
drainboard. Both items are avail- 





Quick Index to Buying Check List 
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Submersible pump line 


Improved model lawn rider 


[] Featheredge for plasterers 
[] Vinyl garden hose line 

[] Modern style clock 

[] Immersible fry pan-broiler 
[] Glue-glitter counter display 
[] All-purpose air cleaner 

[] Modern clothes pole line 
[] Gift drill kit assortment 

[] Cookie-doughnut press 

[) Two-speed chain saw 

[] Carded plastic wall anchors 
[] Aerosol adhesive compound 
[] Multi-purpose fixture kit 

[] Adjustable roller catch 

[] Stainless steel coffeemaker _. 
[} Quick-setting white glue .. 
[] Christmas tree angel light . 
[] Holder for paper bags _.. 
[] Waterless hand cleaner 

[] Promotional tape, wood rules 
[] All-purpose clamp display 
[] Pocket door frame display 
[] Car window squeegie scraper 
[] Soft copper tubing display 
[] Curved-shaped box wrench 
[] Washable window shade .. 
[] Chrome-finished high chairs 
[] Improved humidifier .. 

[] Gift cutlery merchandiser 


[] Promotional cellophane tape 





able in red, pink, yellow, beige, 
turquoise, and white. The drain- 
board is available in two sizes: No. 
202 which retails for $1.69 and No. 
203 for $1.98. The dishpan features 
heavy walls and more depth. It 
retails for $2.29. Republic Molding 
Corp., Dept. HA, 7 S. Dearborn 
St., Chicago, Ill. 


Item 7 
Two new mastic spreaders 


Here are two mastic spreaders 
that apply the right amount of 
paste when used for laying floor 





and wall tiles. The Sl, left, has a 
3-in. blade of polished steel, stiff- 
ened by three fluted reinforcements 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 57 


and a seamless ferrule that binds 
the enameled hardwood handle per- 
manently to the blade. It retails 
for 29¢. The S3, right, is made of 
heavy steel in one piece. It has a 
turned-over grip that reinforces 
blade across entire 6-in. width. Re- 
tails for 50¢. Two other like models 
are available: S2 is 4%-in. wide, 
retailing for 35¢, and S4 is 9-in. 
wide, retailing for 60¢. Red Devil 
Tools, Dept. HA, Union, N. J. 


Item 8 
Carded gas stove brushes 

The Oxco Speedy Clean gas stove 
brush, Model No. 545, is for clean- 
ing burner jets, piping and air 


chambers in gas stoves and small 
appliances. Brush has brass wire 
bristles and solid plastic handle in 
pink, yellow or sandalwood. Each 
brush is carded and pre-priced at 
39¢. Ox Fibre Brush Co., Dept. 
HA, Frederick, Md. 


Home finishes center 


The dealer cost of the Valspar 
Home Finishes Center, a 7-shelf 
store fixture offered free with the 
No. 1 assortment, Page 55, Item 6, 
Aug. 24 issue, was given incor- 
rectly. The correct costs are: 
Dealer cost — $171.60. Retail sell- 
ing price—$286.14. Valspar Corp., 
200 Sayre St., Rockford, Ill. 
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Item 9 
Eight mowers in 1962 line 


Greater horsepower is featured 
in most of the eight models of the 
1962 Atlas-Aire power mower line. 
Other features include the Easy 
Spin Rewind and Wind-A-Matic 


starter; front wheel extender to at- 
tach for rough lawns or terraces; 
oil-impregnated sintered iron wheel 
bearings; Stor-Mower handle lock 
for more compact storage. There 
are two 20-in., two 22-in., a self- 
propelled 22-in. and a 25-in. rider 
in the rotary type, with an 8-in. and 
a 21-in. model in reels included in 
the line. Suggested retail on the 
rotaries starts at $59.95. Atlas Tool 
& Manufacturing Co., Dept. HA, 
5147 Natural Bridge, St. Louis, Mo. 


Item 10 
Garden sprayer display unit 


This No. 62E garden sprayer dis- 
play holds five compressed-air Com- 
pact Garden Sprayers, Model No. 


133. Display takes less than 3 sq ft 
of floor space. Sprayers have 1-gal 
capacity. They feature Quick Pump 
Lock, inner seal pump cylinder 
gasket, pressure seal grommet 
which exhausts air pressure in tank. 
Also includes 30 in. heavy-duty 
hose, 15 in. brass extension with 
adjustable nozzle. Root-Lowell 
Corp., Dept. HA, 445 N. Lake Shore 
Dr., Chicago 11, Ill. 


Item I! 
Aluminum peg rail, hangers — 


Kitchen utensils, workshop and 
garden tools, and other items can 
be kept orderly with this aluminum 
peg rail and adjustable peg hang- 
ers. Unit consists of a 4-ft long 
extruded track 1%-in. wide and 
eight pegs 5/16-in. in diameter and 
3-in. long. Pegs have hook end and 
slide along track for adjustment to 
any horizontal position. Track can 
be cut to fit smaller spaces. It has 
pre-drilled holes and is fastened by 


. ects ting 


screws on 16 or 24-in. centers. 
Comes in natural aluminum finish 
to retail at $2.95, or gold anodized 
finish for $3.95. Macklanburg-Dun- 
can Co., Dept. HA, Box 1197, Okla- 
homa City, Okla. 


Item 12 
Rust-preof gutter covers 


Ease of installation is a feature 
of Nichols rust-proof rain gutter 
covers. Expanded aluminum mesh 
mounted on an aluminum channel 
is installed on top of the gutter and 
snaps securely into place. It may 
be cut to required lengths with 
household shears. Each package 

(Continued on page 61) 





FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


P Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the lergest listing of new items of any hardwere magazize. 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 
for you to keep posted by using this Free Quick Check 


Postcard Service. 


> Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


> Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 
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You Need These Four Different Gloves 
To Satisfy These Four Different Women 


“| wouldn't wear anything 
but Bluettes. Sure they cost a 
dollar sixty-nine. They wear 
like they cost two sixty-nine. 
| always say the hotter the 
water, the faster the cleaning. 
The Bluette Knit Cotton Lining 
keeps my hands comfortable in 
hot water. Don’t try to sell me 
any other household glove.” 


“| think Ebonettes were the 
best household glove on the 
market at 79¢. Now | can save 
10¢ a pair. Makes them an 
even better bargain. Nothing 
else lasts like milled neoprene 
Ebonettes in today’s household 
cleaners. Why I’ve even used 
Ebonettes to protect my hands 
from paint remover. Try that 
with any other glove.” 
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Demand the ‘‘Full-Line Choice’ and ‘Shop-Here-Again”’ 


Quality Offered Only by the 


eam 


The Pioneer Rubber Company . 


“| test every glove | look at 
for sheerness. | don’t even 
want to know | have house- 
hold gloves on when | work. 
Nimble Fingers are the sheer- 
est gloves made. | know, I’ve 
checked them all. They’re per- 
fect for hair tinting, painting, 
shoe polishing and a hundred 
other jobs. They only cost 59¢. 
| always get two pairs.” 


108 Tiffin Road 


“There are a lot of cotton- 
down lined gloves on the mar- 
ket. Not one lasts as long as 
SUPER Ebonettes in the chemi- 
cals that make modern clean- 
ing compounds so effective. 
They say that this milled 
neoprene outlasts ordinary 
rubber. | know they speak 
the truth. | get a lot more 
wear out of this 98¢ buy 
Pretty colors, too.” 


WARDROBE OF HOUSEHOLD GLOVES 


. Willard, Ohio 





WEAR-EVER “MAGIC-KOTE” FRY PAN 


No butter, oil, grease needed. 
8-Inch Size.....................36°9°* retail 
10%%-Inch Size .... Pe ee 
Free Wooden Spatula Included 


WEAR-EVER “MAGIC-KOTE” GRIDDLES 
Nothing sticks, rinse and wipe clean. 
1042x10%-Inch Square retail 
12'4-Inch Round retail 
Free Wooden Spatula Included 


Make money 
like magic 
with hHhew Wear-Ever always has the quality 


women want in cookware. These new 


utensils, double-coated with Du Pont 
Wi O Teflon, are no exception. So go with the 
winner, go with Wear-Ever. 


Call your Wear-Ever representative to- 


Tefion-coated ca Gee 


Wear-Ever Aluminum, Inc. 
New Kensington, Pa. 


cookware 


e Double-Coated Instead of Single-Coated Weal’ EYeT 


e Heavy-Duty, Non-warping Aluminum calightly higher in Weet Ya Une 
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(Continued from page 56) 


contains seven 36-in. lengths, 5-in. 
wide, with six packages in each dis- 
play carton. Nichols Aluminum & 
Wire Co., Dept. HA, 1725 Rocking- 
ham Rd., Davenport, Ia. 


Item 13 
Soda syphon display 

Compact, Day-Glo colored win- 
dow and counter display units are 
offered for Soda King _ syphons. 
With cut-outs for insertion of 
glass-lined and gold aluminum 
models the display gives three-di- 
mensional effect. Kidde Mfg. Co., 
Dept. HA, Bloomfield, N. J. 


Item 14 
1962 line of rotary mowers 

The 1962 line of Gyro-Vac mow- 
ers includes three models, two with 
& hp gasoline engines, impulse start- 
ers, height adjustments, hand con- 





| f 


V eg 





—— 





trol (one push and one self-pro- 
pelled) and an_ electric motor 
model. Feature of the mowers is 
a flexible plastic disc which is 
mounted on the power shaft above 
the blade. It revolves at same speed 
as the blade and propels clippings 
by centrifugal force into the catch- 
er, allowing wet grass to be cut 
without clogging or under-deck 
grass buildup. Pioneer Gen-E-Mo- 
tor Corp., Dept. HA, 5841 Dickens 
Ave., Chicago, Ill. 


Item 15 
New line of hole saws 


This is one of the hole saws fea- 
tured in a complete line of carbon 
and high speed steel shatterproof 
hole saws, taper adaptors and man- 


drels with high speed pilot drills by 
Nicholson. This line supplements 
the present line of hacksaws and 
band saw blades. Nicholson File 
Co., Dept. HA, Providence 1, R. I. 


Item 16 


Protective spray for lawns 


Soil-Set is a rubber based garden 
spray to give a protective blanket 
for freshly seeded lawns. It dries in 
a few hours, can be applied with 
sprinkling can or sprayer. Forms a 
web-like insoluble coating which 
permits watering or irrigation of 
seeded area. Resists wind, rain, is 
harmless to animals. Soil-Set de- 


composes and washes into ground 
with no damaging effect when 
grass grows. Comes in a round 1- 
gallon can which covers about 500 
sq ft. Cost per gallon is $5. Alco 
Oil & Chemical Corp., Dept. HA, 
Trenton & Williams Sts., Philadel- 
phia, Pa. 


Item 17 
1962 outboard motor line 


Color and styling are features of 
the 1962 line of Gale outboard mo- 
tor. Ranging in horsepower from 


3 through 60, the line includes 11 
models (Buccaneer 25 shown) from 
the V-Sovereign 60 electric through 
the Buccaneer 3. A new pricing 
policy, aimed at quality-conscious, 
economy-minded customers, reduces 
prices $5 to $60. Gale Products, 
Dept. HA, Galesburg, Ill. 


Item 18 

Vinyl coated sleeping bag 
Maximum protection for the 

camper is offered with this No. 1502 

sleeping bag with vinyl coated bot- 

tom and hood. The bag is 36 x 80- 

in., filled with 2-lb of dacron fiber- 
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Sell DRIVE-PATCH Products 


Packaged for Increased Sales 
Turnover and Profit 


All Drive-Patch productss ave bi : | “ rol h a je : iat Ihoatny tested and are 
proven to — competitive products in th, , life ‘and per . All are 


.85-50-25-10 Ib. pkgs. 

.85-50-25-10 Ib. pkgs. 

icret 85-50-25-10 tb pkgs. 

Pe ies ee “$5.50-28:10 i pkgs. 

Wc. ek... Ace ea he. 

ee ee -85-50-25-10 Ib. pkgs 
| Bro ae 

pk 

pk 


° o 


beeen ere cess 8560-25-10 fh. 

5 Gallon Cans 
| ‘Ib. pkgs. 
ae Ib. pkgs. 
'  peagiies oie * 2: pkgs. 


~ 


eas 


Sen 
DRIVE-PATCH, INC. ie 
BOX 137, GETTYSBURG, PENNA. 


Please send me your latest catalog 





VE-PATCH, ING. Siitsine’ os 





State 








My wholesaler is 





hicidiinineiteonnnlgnttieapeneensinlicelionttisiniopiainindnvriitgatiiiiaastl 
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fill, and has a water repellent olive 
green top cover and colorful hunting 
pattern lining of soft flannel. The 
bag also has a heavy-duty 100-in. 
double pull zipper, weatherstrip, an 
air mattress pocket and handy 
carrying strap. H. Wenzel Tent & 
Duck Co., Dept. HA, 2200 S. Hanley 
Rd., St. Louis 17, Mo. 


Item 19 
Door hardware packaging 


Sterling Industries’ fastest sell- 
ing items are now available in blis- 
ter packages. They include the Air- 


draulic door closer, precision hy- 
draulic door closer (shown), knob, 
latch, key lock, storm door chain 
protector, and replacement strikers. 
Packages are in two colors, each 
carrying complete instructions. 
Sterling Industries, Inc., Dept. 
HA, 2024 E. 70th St., Cleveland, O. 


Item 20 
Compact-design riding mower 


The chassis and components of 
this Compact 25-in. riding mower 
are made of heavy-guage steel. The 
mower is powered by a 3'4-hp, 4- 
cycle engine and has a fully geared 
transmission with two speeds for- 
ward and two in reverse. Cutting 
height is adjustable. A safety blade 
clutch lets operator stop blade ac- 
tion while transporting, or while 


using one of the full line of attach- 
ments available. A 50-in. turning 
radius adds to maneuverability. 
Quick Mfg. Co., Dept. HA, Spring- 
field, Ohio. 


Item 21 
Polyethylene pipe coils 

Rain Jet flexible polyethylene pipe 
is now available in 100 and 200 foot 
coils. Both sizes are wrapped in 
distinctive tape marked with the 
brand name to facilitate handling 
and protect against damage. Rain 
Jet Corp., Dept. HA, 301 S. Flower 
St., Burbank, Calif. 


Item 22 
Do-it-yourself cabinets 


Stanley’s Quik-Kit contains all 
hardware necessary to build an all- 
purpose cabinet 32 x 32 x 8 in. 
deep. Kit includes 74% in. cabinet 


wy QUIK-KIT 


er’ 


corner brackets, four 2 in. hinges 
with screws, elbow catch, magnetic 
catch, 3% in. click lock hasp, and 
two 2 in. corner irons. Kit is regu- 
larly priced at $3.50, will sell for 
$2.95 during fall promotion period. 
Stanley Hardware, division of the 
Stanley Works, Dept. HA, 195 Lake 
St., New Britain, Conn. 


Item 23 
Lightweight 7-inch saw 


Porter-Cable’s Model 177 power 
saw is a lightweight heavy-duty 
unit, for contractors and builders. 
Saw weighs 10 lb, will cut to a 
depth of 2% in. at 90 degrees and 
17% in. at 45 degrees. The 12-amp 
motor has idle speed of 4500 rpm. 
Unit features built-in shaft lock for 
quick blade changes, conveniently 


located controls, telescoping guard 
with miter lip, special inner open- 
ing for better visibility, kickproof 
clutch. Introductory price is $64.95, 
regular retail price is $69.95. Kit 
with blade wrench, gear lubricant, 
rip guide and carrying case is 
$84.95. Rockwell Mfg. Co., Power 
Tool Div., Dept. HA, 400 N. Lex- 
ington Ave., Pittsburgh 8, Pa. 


Item 24 
Spray-on dry lubricant 


Slipspray all-purpose lubricant 
forms a sleek, solid coating that 
transfers from sprayed material to 
other material that rubs against it, 
yet remains dry, clean and color- 
less. Lubricates steel, paint, rub- 
ber, glass, plastic and leather. Can 
also be used as a protective coat- 
ing. It’s corrosion resistant, won’t 
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dissolve in water and will not freeze 
or melt. Suggested retail price is 
$1.25 per aerosol can. E. I. Du Pont 
de Nemours & Co., Dept. HA, Wil- 
mington, Del. 


Item 25 
Door chain with lock 


The Police Chain Door Lock fea- 
tures a key lock operation. The 
chain can be released from the lock 
and from outside the door with a 
quarter-turn of the key. The chain 


can be replaced without using the 
key. Available in polished brass fin- 
ish individually boxed or blister 
packed on cards at $2.98 list. Pre- 
cision Lock Mfg. Co., Dept. HA. 
933 Stanley Ave., Brooklyn 8, N. Y. 


Item 26 
3¥2 horsepower riding mower 


The Moto-Mower 24-in. Super 
Rider has a low slung silhouette for 
stability on steep grades. The unit 


64 « HARDWARE ACE, October 5, 1961 


is powered by a 314-hp, 4-cycle cast- 
alloy engine. Features include a de- 
luxe padded contour steel seat, im- 
pulse starting, dial-a-matic height 
adjustment and automotive type 
transmission. A special safety fea- 
ture is positive blade lock-out which 
disengages the blade for safe trans- 
port to the mowing area and for 
safe use of the unit as a vehicle. 
Moto-Mower, Inc., Dept. HA, Rich- 
mond, Ind. 


Item 27 
Socket set display rack 


Crescent tool has a display rack 
assortment of socket sets. Fixture 
is for perforated panel board dis- 
play, takes 19 x 34 in. Provides 
customers with chance to compare 


sets for selection. Display comes 
with order for square drive sets in 
14, 38 and two 1% in. assortments. 
Four sets have a retail value of ap- 
proximately $100. Crescent Tool 
Co., Dept. HA, Jamestown, N. Y. 


Electric iron cord holder 


The brand name of Travco Plas- 
tics’ new electric iron cord holder, 
page 65, Item 29, Aug. 24 issue, 
was given incorrectly. The correct 
name of the product is Cord Cad- 
dee. Traveo Plastics Co., 1041 E. 
46th St., Brooklyn, N. Y. 


Item 28 
White tile seal compound 


Perma-Seal comes in a 3-color, 
8-o0z polyethylene squeeze tube with 
a multi-purpose applicator nozzle. 
Sealing compound is_ fadeproof 


white, and is durable, elastic, and 
waterproof. It will not mildew or 
support mold growth. Comes 12 
tubes to a display carton, six car- 
tons to a shipping case. Permalas- 
tic Products, Dept. HA, 15814 Tire- 
man, Detroit 28, Mich. 


Item 29 
Submersible pump line 


Gould’s Series UEHH submersi- 
ble pump comes in 1, 1%, 2, 3 and 
5 hp models, with capacity up to 
900 gallons per hour. Impeller, 
guide vane and cover plate of each 
stage are non-absorbing, _light- 
weight. Corrosion resistant brass 
bowls contain pump pressures with- 
out gaskets. Units have Hex-A- 
Drive stainless steel shafts. Goulds 
Pumps, Inc., Dept. HA, 228 Black 
Brook Rd., Seneca Falls, N. Y. 


Item 30 
Improved model lawn rider 


This Emperor Gard-N-Yard rider 
does all lawn and garden jobs with 
Insta-Hitch attachments. Attach- 
ments include 26 or 30 in. rotary 
mower or 30 in. reel mower; 30 in. 
snow plow blade, cultivator, mower 
rake, two gang mowers, fertilizer 
spreader, work cart, spiker-aerator, 
roller and leaf mulcher. Unit fea- 
tures Flex-N-Float mowing action 
in which reel or rotary unit follows 
ground contour. Unit also has 5% 
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Made where gas costs 60¢ a gallon. 


Regular gas. 

The only kind a Volkswagen needs. 

The place is West Germany. 

13 years ago, tradesmen used bicycles 
and motor scooters to get around the 
high cost of gas. Could Volkswagen 
make a truck that would do for business 
what our sedan did for families? 

Our answer was the VW Panel De- 
livery. It ran on half the gas that others 
used. 

Many still give all the credit to our en- 


gine. (The efficiency of VW's 4-cylinder 
air-cooled car and truck engines is leg- 
endary.) 

But to tell the truth, our light weight 
is just as important. 

The engine itself is built of magnesium 
and aluminum alloys, one of the lightest 
designs in the world. 

And our truck is designed without ra- 
diator, driveshaft or the heavy members 
used in bolted construction. For extra 
strength, the Volkswagen body is welded. 


Want more facts? Circle 128, p. 57 


It's all one piece. 

We save 1,600 Ibs. this way. A %-ton 
load you do not buy gas for. 

How much gas don't you buy? 

The owner who saved $480 a year 
over his former truck did not surprise us. 
(He did this driving 2,000 miles a month.) 

Almost every VW owner gets over 

20 miles a gallon and a few 
even get 30. 

Our average is 24. What's 
yours ¢ 
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hp rear mounted Lauson engine, 
four forward gears and reverse. 
Ariens Co., Dept. HA, Brillion, Wis. 


Item 31 
Featheredge for plasterers 


This Stay-True TM featheredge 
is balanced to give fingertip con- 
trol. The 4% in. blade makes tool 
handy for scraping a maximum of 
mud while following machine. 
Shape of featheredge will not bend 


out of line under heavy use. Comes 
in five straight edge sizes, two 
notched sizes. Prices start at $7.45 
for the 4 in. model. Goldblatt Tool 
Co., Dept. HA, 1910 Walnut St., 
Kansas City 41, Mo. 


Item 32 
Vinyl garden hose line 


Borden’s line of reinforced and 
non-reinforced vinyl garden hose 
features low-temperature flexibil- 
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ity, light weight, new hose colors, 
brass couplings, and redesigned 
hose disks to build impulse sales. 
Tiger Brand promotional hose (bot- 
tom) is offered in %%, 7/16, % and 


REINFORCED 
VINYL HOSE 


~~ 


Yg in. diameters in 25, 50 and 75-ft 
lengths. Entire line is fully guar- 
anteed. Borden Chemical Co., Dept. 
HA, 350 Madison Ave., New York 
i Moz. 


Item 33 
Modern style clock 


This Gotham Tymeter Numeral 
Clock, Model No. 851, has a pic- 
ture-frame wood case, full-vision 
window and face that glows in dark. 
Clock is 334 in. high, 7°4 in. wide 
and 334 in. deep. Motor and cord 
are U. L. approved, and clock is 
guaranteed for one year. Weighs 
3 lb. Comes in walnut, mahogany 


and blonde finish individually 
boxed, six to a master carton. Penn- 
wood Numechron Co., Dept. HA, 
7249 Frankstown Ave., Pittsburgh 
8, Pa. 


Item 34 
immersible fry pan-broiler 


This Westinghouse immersible 
fry pan, Model No. HLB-15, can 
also be used as a broiler. Lid of the 
appliance has a broiler element sim- 


ilar to that in an electric range. 
Broiler element and control unit 
can be removed for cleaning in wa- 
ter. Westinghouse, Dept. HA, 
Mansfield, Ohio. 


Item 35 

Glue-glitter counter display 
Wilhold’s Glu-Bird Glue and Non- 

Tarnish Glitter display, Model No. 


G4-60, features five glitter colors 
in shaker top jars retailing at 29¢ 


each. The display is ideal for im- 
pulse sales to customers who wish 
to decorate gifts, cards. Wilhold 
Glues, Inc., Dept. HA, 678 Clover 
St., Los Angeles 31, Caltf. 


Item 36 
All-purpose air cleaner 

This Sprayit all 
cleaner, Model 
only 10 Ib. 


purpose air 
No. 608, weighs 
It has a built-in si- 
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SHEFFIELD BRONZE PAINT CORPORATION 


CLEVELAND 19, OHIO 


‘@ 
a 
O 
4 
O 
O 
oad 
Y 
WW 
- 
< 
Ss 
: 
8) 
N 


Circle 129, p. 57 


Want more facts? 


HARDWARE AGE, October 5, 1961 © 67 





BUYING CHECK LIST 


Want more details? Just circle item number on p. 57 


lencer, making it ideal for use in 
home, office or store to clean 
equipment, machines and appli- 
ances. Diaphragm compressor has 
7-ft flexible air hose with thin noz- 


zle to pinpoint air jet. Unit is 
8 x 7x 5 in. Spray gun accessory 
is available. Sprayit Div., Thomas 
Industries, Inc., Dept. HA, 207 E. 
Broadway, Louisville, Ky. 


Item 37 
Modern clothes pole line 


This line of clothes poles can be 
used in any room. They adjust from 
7-ft, 8-in. to 8-ft, 2-in. ceilings and 
can be moved about quickly. The 
spring-loaded top section holds pole 
in place. Swivel caps on top and 








bottom level themselves to all floor 
and ceiling angles. Clothes are held 
by a plastic hanger ring. Poles are 
available in four colors with single 
or double hanger rings. Retail 
prices range from $3.49 to $5.95. 
Snyder Mfg. Co., Dept. HA, 22nd 
& Ontario Sts., Philadelphia, Pa. 
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Item 38 
Gift drill kit assortments 


Black & Decker’s drill kit assort- 
ment, Model No. U-111 (shown) is 
an ideal gift for the home crafts- 
man. Kit has 30 pieces: 4 in. drill; 
5 drill bits; polishing pad; 12 sand- 
ing disks; backing pad; wire wheel 
brush; grinding wheel; cotton buff ; 
wheel arbor; buffing compound; 
horizontal bench stand; paint mix- 


I\s 


er; picture hanging kit and plaster 
wall screw set. Suggested retail 


price is $26.95. Black & Decker 


Mfg. Co., Dept. HA, Towson 4, Md. 


Item 39 
Cookie-doughnut press 


Mirro’s Cooky and Donut Press, 
Model No. M-0354, includes 12 in- 
terchangeable forming plates to 
make a wide variety of party cook- 
ies. Also includes three pastry tips, 
and a special attachment for dough- 
nuts. Unit forms 24 doughnuts in 
one filling. Anodized aluminum bar- 


POMUT 
$$ 


rel is offset by Copper-Tone trim. 
Shipped three display boxes per 
earton weighing 4% lb. Retail 
price is $3.95. Mirro Aluminum 
Co., Dept. HA, Manitowoc, Wis. 


Item 40 
Two-speed chain saw 


This Wright C70 chain saw fea- 
tures a power shift that provides 
low speed for easy starting and 


fast speed for powerful cutting. 
Saw has a 3-position safety throt- 
tle, on-off trigger, and is available 
in 17, 21, 25, and 30 in. bars and 
chains. Thomas Industries, Inc., 
Wright Saw Div., Dept. HA, 207 E. 
Broadway, Louisville 2, Ky. 


Item 41 

Carded plastic wall anchors 
Star plastic anchors are in self- 

service packages to increase im- 

pulse purchases. The card-package 


displays the anchors and gives all 
the information needed for cus- 
tomer use. Each of the seven dif- 
ferent cards contains six anchors 
of a given size, the %4-in. and %- 
in. sizes coming with and without 





You can trust the products ... made by Swan 


‘em away free with every 50 feet of Swan Nyl-Cord 

#8595. This durable nozzle is made of lightweight, 

leakproof Tenite by Eastman Kodak Company and 

it's packaged right with the hose...a terrific 79¢ 

retail value! Stock up on this special offer. You'll sell 

more garden hose than ever, increase your sales and 

profits. Talk to your distributor about the Swan ’62 

garden hose line—full of new ideas for sales success. 

Nationally advertised in LIFE and BETTER HOMES Sali 
& GARDENS! Swan Rubber Company, Bucyrus, Ohio. 
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screws, while the 1%,-in. size comes 
only without screws. Star Plastic 
Anchors, Dept. HA, Mountainville, 
ie 


Item 42 

Aerosol adhesive compound 
Krylon Spray Adhesive mounts 

paper, foil, or fabric to smooth sur- 

faces. It’s quick drying, water re- 

sistant, and does not. wrinkle sur- 














face. Comes in two sizes: 16 oz can 
listing at $1.95 and 6 oz can at 98¢. 
Krylon, Inc., Dept. HA, Norristown, 
Pa. 


Item 43 
Multi-purpose fixture kit 


The Easy Hang Fixture Kit 
(K-16H) contains 16 fixtures in 
eight most used styles and sizes for 
use with 14-in. perforated wall 
board. Fixtures are made of heavy- 
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duty 4 gauge wire and can be used 
as a garage storage kit or for many 
other purposes throughout’ the 
home. Retails for $2.25. Turn- 
buckles, Inc., Dept. HA, Michigan 
City, Ind. 


Item 44 
Adjustable roller catch 


This adjustable roller catch for 
interior doors and wardrobes has a 
heavy-duty spring that can be pre- 
set to provide wide range holding 
power (4 to 17-lb). Narrow face 
plate (%-in.) and bore (%%-in.) 
makes installation on thin doors 


possible. Available in all standard 
finishes with simplified mortising 
strike or conventional strike for 
metal frames. H. B. Ives Co., Dept. 
HA, New Haven, Conn. 


Item 45 
Stainless steel coffeemaker 


GE’s Peek-A-Brew coffeemaker, 
Model No. P-33, features modern 
Danish design stainless steel body, 
lid, basket, pump, and spreader. 
Unit has dripless spout, heat re- 
sistant plastic handle, detachable 
cord, brew control, measuring 
gauge, signal light. Makes ten 5-oz 
cups automatically, and is U. L. 
approved. Housewares & Commer- 
cial Equipment Div., General Elec- 
tric Co., Dept. HA, 1285 Boston 
Ave., Bridgeport 2, Conn. 


Item 46 

Quick-setting white glue 
Sheffield white glue comes in a 

non-breakable plastic container in 

1%, 4, and 8 oz sizes. Glue is for 

use on wood, paper and cloth; can 


be used on leather, furniture, toys 
and articles of porous material. 
Dries to a clean, clear film. She/- 
field Bronze Paint Corp., Dept. HA, 
17814 Waterloo Rd., Cleveland, 
Ohio. 


Item 47 
Christmas tree angel light 


This 8-in. Treetop Angel (No. 
702) is illuminated by an S-6 lamp. 
The full colored glowing molded 
plastic angel figure is decorated 
with golden wings and a blue er- 


mine-edged coat. It has a 2-ft ivory 
lead cord with add-on plug. Retails 
for $2. Noma Lites, Inc., Dept. HA, 
55 W. 13th St., New York 11,N. Y. 


Item 48 
Holder for paper bags 


An answer to one kitchen clutter 
problem is provided with this new 
gold tone paper bag holder which 
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About once a year, we feel compelled to break into the persistent chant 

of rope makers who claim to be first, foremost and forever with 
synthetic ropes. To set the record straight . . . the first satisfactory 
synthetic rope was produced by COLUMBIAN. 


World War II really triggered this development of synthetic yarns 
into a synthetic rope. The Army Air Corps desperately needed a 
strong glider-tow rope. Nylon had the strength but it raveled 

uncontrollably once cut and kinked badly after being 

subjected to stresses and strains. 


COLUMBIAN researchers came up with the big answer to 
the Nylon problem. 


They developed a stabilization process that eliminated 
unraveling and fluffing, took out 5% to 10% wet shrinkage 
and eliminated excessive kinking and whipping. The Army 

Air Corps had a glider-tow rope that trained straight out 

behind the plane. (Although not pertinent to this story, 

COLUMBIAN also developed a way to lay wire with the 
synthetic yarns during manufacture thereby affording 
breakproof communications between the plane 
and the glider). 
In order to satisfy the urgent demands of national 
defense, COLUMBIAN shared this patented process 
with other rope makers during the emergency period. 


General Hap Arnold, Air Chief of Staff, summed 
up the importance of COLUMBIAN’s research 
break-through by stating in a letter to the Company, 

“Without your outstanding service, our air plans 

against... (our) ... enemies could never 

have been accomplished.” 


We're proud of that statement. We are also 
proud of the fact that coLUMBIAN has been, 
is and will be intensely engaged in researching 
the possibilities of all man-made fibres. 


Let any other rope company claim its 
record of firsts. But when it comes to 
synthetic ropes, COLUMBIAN comes first. 


So... until we write another 
advertisement on this same subject 
next year .. . we hope you will 

remember . . . that when it comes to 

synthetics . . . COLUMBIAN 
comes first. 


COLUMBIAN Rope Company 


Auburn, “The Cordage City,” N.Y. 
Want more facts? Circle 131, p. 57 


HARDWARE AGE, October 5, 1961 © 71 





BUYING CHECK LIST 


Want more details? Just circle item number on p. 57 


organizes bag storage by sizes. The 
holder stores up to 48 lunch, gro- 
cery and waste bags and also fea- 
tures a handy pencil tray and four 
convenient hooks. Trimly styled, 
the holder retails for $1. Sanjo 
Utiity Manufacturing Co., Inc., 
Dept. HA, 43 Grand St., Brooklyn 
11, N. Y. 


Item 49 
Waterless hand cleaner 


Worth Creme is a waterless hand 
cleaner that removes dirt, grease, 
grime or paint. Cleaner is shipped 
twelve 16-o0z bottles in a self-service 
merchandising rack. Suggested re- 
tail price is $1. Worth Chemical 
Products Co., Dept. HA, Fort 
Worth, Tex. 


Item 50 
Promotional tape, wood rules 


Here is a white tape rule or wood 
folding rule for Christmas promo- 
tion which may be imprinted with 
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your name and advertising message. 
The white tape rule comes in light 
weight die cast case with Permo- 
Bond white enamel tape and tem- 
pered spring steel. The 6-ft hard 
maple rule features rugged, plated, 
rust-proof joints with large black 
figures. Durall Tool Corp., Dept. 
HA, 923 Old Nepperhan Ave., 
Yonkers, N.Y. 


Item 51 

All-purpose clamp display 
Stainless steel Handy Clamps are 

available with a self-selling Handy- 

Pak merchandiser that holds 30 


clamps in 3 sizes and stores 20 re- 
fills. Handy-Pak takes less than 1 
sq ft of space, and can be used on 
rack or wall. Clamps are used for 
splicing, compressing, repairing 
and fastening. Retail price is ap- 
proximately 30¢ each. Handy-Pak 
unit, with free merchandiser, lists 
for $15.40. Murray Co., Dept. HA, 
Towson 4, Md. 


Item 52 
Pocket door frame display 


This miniature counter demon- 
strator gives a clear working illus- 
tration of pocket door frames. The 
22-in. wide, 18-in. tall demonstrator 
uses full-size sections of the pre- 
assembled track assembly as well 
as samples of the metal studs and 
split jamb installed in their proper 














positions. Sterling 1420 is shipped 
complete in compact package, with 
track assembly. John Sterling 
Corp., Dept. HA, Richmond, Ill. 


Item 53 

Car window squeegie scraper 
An improved squeegie scraper 

for removing ice and snow from car 

windows has a new handle and 

scraping edge. Two models are 


available, one with an extra long 
handle and a shorter handle model 
for glove compartment storage. 
Sinko Manufacturing & Tool Co., 
Dept. HA, 7310 W. Wilson Ave., 
Chicago 12, Ill. 


Item 54 
Soft copper tubing display 


Soft copper tubing in a variety 
of short coil lengths has been dis- 
play packaged for easy handling, 
carrying and storage in a new line. 
Handi-Coils are for the do-it-your- 
selfer, contractors and industrial or 
commercial users who buy smaller 
amounts of tubing without custom 
cutting. The coils come in lengths 
of 10, 15, 20 and 30 feet in two 





New Merchandisers! 
Best way to move new 


A WOOD FILLER MERCHANDISER 
FREE: 12 % Ib. Cans, and 24 1 Ib Cans, 
Wood Dough with order: 
2 Doz. Tubes, Wood Dough 
15 Doz. % Ib. Cans, Wood Dough 
3 Doz. 1 Ib. Cans, Wood Dough 
2 Doz. % pt. Cans, Surfacing Putty 
40 Tubes, Tub-N-Tile Cement 
2 Doz. 1 Ib. Cans, Water Putty 
$189.40 
T $109.02 
DEALER PROFIT (With Free Goods) $80.38 


WOOD FILLER MERCHANDISER 
FREE: 24 %4 Ib. Cans, Wood Dough, with order: 
2 Doz. Tubes, Wood Dough 
4 Doz. % Ib. Cans, Wood Dough 
1 Doz. 1 Ib. Cans, Wood Dough 
1 Doz. % pt. Cans, Surfacing Putty 
1 Doz. 1 Ib. Cans, Water Putty 
10 Tubes, Tub-N-Tile Cement 
$64.90 


ST $38.18 
DEALER PROFIT (With Free Goods) $26.72 


GLUE MERCHANDISER 

FREE: 12 2 oz. Bottles White Glue with order: 

1 Doz. 2 oz. Bottles, White Giue 

1 Doz. 4 oz. Bottles, White Glue 

1 Doz. 8 oz. Bottles, White Glue 

1 Doz. Tubes, Contact Cement 

1 Doz. Tubes, Household Cement 

1 Doz. Tubes, Liquid Solder 

1 Doz. 1 oz. Bottles, Porcelain Glaze 
RETAIL VALUE $47.76 
DEALER COST $25.85 
DEALER PROFIT (With Free Goods) $21.91 


RAM NAME inti eg ilt 
R STORE NAME ___ ins oh oes nee 


Stock the DAP line of Caulking-Glazing- 
Sealing and Spackling products, too 


Products 


Free Goods BONUS 


means extra profits for you 


One or more of these 3 bright DURATITE Merchandising dis- 
plays makes it easy to add extra profits to your sales of glues, 
cements and wood and metal fillers. Stock turns over fast! 
Sales per customer multiply. Impulse purchases pick up. You 
get full profits on the Duratite products you sell plus extra 
profits based on the free goods bonus that comes with each unit. 


Duratite products are nationally advertised in The POST, 
POPULAR SCIENCE, POPULAR MECHANICS, SUNSET, 
other top magazines. Your customers will know the Duratite 
name and the products they need for scores of do-it-yourself 
and professional jobs...White Glue, Wood Dough, Wood 
Surfacing Putty, Water Putty, Household Cement, Contact 
Cement, Liquid Solder and many more. 


Check the profit you can make with each of the Duratite Mer- 
chandisers shown here. Then use the coupon to get details. 


DAP inc., Duratite Division, 
General Offices, Dayton 31, Ohio + Dept. HA 


Please send me full information on Duratite Merchan- 
disers and names of DAP or Duratite wholesalers near me. 


ADDRESS _ 
gs ek REE 


ZONE _____.__ STATE 


Want more facts? Circle 132, p. 57 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 57 


water tube sizes, 34- and 1%4-in. Hal- 
stead Industrial Products, 
HA, Zelienople, Pa. 


Item 55 

Curved-shape box wrench 
Billings & Spencer’s Vitalloy 

forged box wrench, Model No. 1960, 

is curved for setting nuts in hard- 

to-reach places. Box openings are 

chamfered top and bottom. Wrench 


is made of heat treated alloy steel, 
and is approximately 65 in. long. 
Box openings are 9/16 and % in. 
Model No. 1962 has 11/16 and 3% 
in. openings and is about 734 in. 
long. Billings & Spencer Co., Dept. 
HA, Hartford 1, Conn. 


Item 56 
Washable window shade 


Challenge is a vinyl impregnated 
cloth window shade that is guaran- 
teed washable. It is available in 
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Dept. 


popular colors and standard widths, 


and is flame and crack resistant. 


The standard 36-in. x 6-ft shade, 
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with roller, retails for $2.49 (slight- 
ly higher west). Illinois Shade 
Cloth Co., Dept. HA, 17th & Union, 
Chicago Heights, Ill. 


Item 57 
Chrome-finished high chairs 


A high luster chrome finish has 
been added to the tray and footrest 
of the Ames 6F-2 folding high 
chair. Other features of the high 
chair include adjustable footrest, 
easier folding, mar-proof nylon 
plastic feet, positive action safety 
lock and a smaller, flatter fold. The 
high chair also has greater port- 
ability and automatic unfolding. 
The tip-proof high chair retails for 
approximately $17.95. O. Ames Co., 
Dept. HA, Parkersburg, W. Va. 


Item 58 
improved humidifier 


This Cormaire Model 900 humidi- 
fier has an improved Vapoglas plate 
humidifier with an added electric 
element to provide control during 
the entire heating season. It also 
contains a single pivot water con- 
trol valve for trouble-free opera- 
tion, and a humidstat which con- 
trols unit’s output. A hygrometer, 


which tells the relative humidity, 
is furnished, with each Cormaire 
900. Skuttle Mfg. Co., Dept. HA, 
Milford, Mich. 


Item 59 
Gift cutlery merchandiser 


This Gift Cutlery Center Display 
unit holds up to 10 pieces of as- 
sorted cutlery sets. Unit is made 
of black wrought iron, can be used 








on wall or counter. It’s less than 
3 ft wide and is 2% ft high. Robe- 
son Cutiery Co., Dept. HA, 30 N. 
Main St., Perry, N. Y. 


Item 60 
Promotional cellophane tape 


LePages pre-assembled shelf ex- 
tender display, Deal No. SE-39, 
contains three dozen rolls of 1500 
in. super size transparent cello- 
phane Thriftape in plastic see- 
through dispensers. Regular retail 
value of tape is $1.25; promotional 
price is 39¢. Comes six display 
packs per carton. LePage’s Inc., di- 
vision of Papercraft Corp., Dept. 
HA, 5850 Center Ave., Pittsburgh, 
Pa. 





We planned it that way! 


The Turfmaster King is probably 
built the heaviest of any rotary 
mower on the market. The deck is 
tough aluminum alloy that won't 
bend, rust, or warp. The blade is a 
single piece of Austempered steel; 
Sharp enough for the tenderest 
blades of grass, rugged enough for 
the heaviest growth. It is properly 
hardened... and it’s also designed 
for scythe action cutting. The 
wheels are 8” in diameter and are 
of steel. The handle is chrome- 
plated tubular steel. But the King 
is easier to handle than any fly- 
weight. It holds the ground; never 
Shimmies or bounces. And those 
large steel wheels roll at a touch. 
| Sure the Turfmaster King is sturdy 
oe ee ) ... just the way we planned it. You 

can sell the entire Turfmaster line 

with pride and confidence. 





The design, construction and performance of all Turfmaster products are as good as our 88 years 
of experience can make them. Our 1962 catalog lists them all: Rotary and reel-type power mowers. 
Riding mowers. Riding units with attachments. Hand mowers. An electric mower. A multi-purpose 
power tool. Ask your wholesaler for the 1962 catalog of Turfmaster products. Or write to us in Richmond. 


PuUREFMASTER (MG 
GO RE A TRE IG AR LEMS SAS A ES a 


RICHMOND, INDIANA 
Want more facts? Circle 133, p. 57 
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Store window used for promotion to increase trattic, sell television sets. 


A contest pulls traffic 


Here’s a novel contest idea that lures sidewalk traffic 


into your store and creates a new source of sales. 


Some dealers consider contests 
to be an old fashioned way to lure 
traffic. Yet, a contest idea is still 
an effective way to increase daily 
trade, especially if you’re on a tight 
promotional budget. 


Parker-Austin, Inc., a Bryan, 
Texas, larger hardware store, has 
a reputation for starting unusual 
promotions. One of this store’s 
most interesting and productive 
promotions was a window display, 
based upon a guessing contest. 


The basic idea was this. A tele- 
vision set was set up in the store’s 
window, shielded from glare, and 
tuned in sharply to a local TV sta- 
tion. The contest? “Guess the num- 
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ber of hours this set will run before 
stopping.” 

The stamina of the particular 
brand of TV set used was, of 
course, a basic message the dealer 
wished to get across. But just as 
important, traffic and sales _ in- 
creases were a goal. 

Sales promotional manager Hal 
Monk offered a new television set 
with a retail value of $229.95 to 
the person guessing closest to the 
time the set would stop operating. 
In addition, he offered 20 prizes of 
$30 certificates which can be used 
in buying a new television, and 50 
$20 certificates. 

The first few days of the contest, 
at least 50 persons came into the 


store daily to make a guess. Each 
person filled out a blank showing 
the kind of television he owned, the 
age and condition of it. 

Three new sets were sold the 
first two days, even before the store 
started following up the leads with 
letters and enclosures concerning 
new television sets. 

Each day the accumulated time 
total was posted in the window, 
which kept interest mounting. If 
the set were to stop during the 
night, Mr. Monk decided that 3 a.m. 
would be used at the stopping point. 

Besides this idea, Mr. Monk often 
has some other kind of contest go- 
ing. He has found that the more 
people come into the store, the big- 
ger the sales gains are. 

“Prizes need not be extremely ex- 
pensive,” Mr. Monk says, “but the 
contest should be geared so that 
every customer can make a game 
of it. This heightens the interest 
without increasing the cost to the 
store.” —End 





Now...a bigger Christmas in Housewares! 


NEW! 4 EXCITING GIFT 
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Exclusive Exclusive 
UNIVERSAL UNIVERSAL 
SAFARI TWIN-VAC {| SPECTATOR VACUUM BOTTLE 


Leather-like case with two pint In saddle-stitched leather-like case. 
vacuum bottles to hold two dif- Holds quart of favorite beverage 
ferent beverages and to keep and keeps it hot or cold for long 
them cold or hot for long peri- periods. Strap adjusts for hand or 
ods. Hand carries or has adjust- shoulder. 


able shoulder strap. Retail $5.95 


Retail $6.95 | YOUR COST—$3.97 each 
YOUR COST — $4.64 each 














pine 








Exclusive Quality products since 1842 


UNIVERSAL-STANLEY | : Exclusive 
UNBREAKABLE VACUUM 4a Le we? UNIVERSAL-DAZEY 
BOTTLE 5 year Thermal Efficiency | * y = “AMERICANA” 
Indestructable stainless steel of life- : Le , GUARANTEED 7 YEARS 


time quality. No odors, no stains oan : ’ ; 

‘ Unique wall-style can opener with 
BO DOUENEGD, HP FORO . . « Early Prt Charm. Hand- 
and never ever any filler change. —/ n 


‘ i some black wrought iron case. 
Retail $12.95 (Pt.)—$14.95 ui 


Fastest selling can opener in years. 


(Qt.)—17.95 (2-Qt.) > Retail $9.95 


YOUR COST—$8.64 (Pt.) ; — we YOUR COST—$5.97 each 
$9.97 (Qt.)—$11.97 (2-Ot.) ) | 











Send me the special Housewares Gift Merchandise by 
Universal as follows: 


( Signed ) 
QUANTITY TOTAL Company $$ 


"C .97 ea 
y icana” Can Opener at a ) 
‘aemorceenee OS EAE Ree ( __) @ $4.64 ea Street & Number ££ $< $_ 


Spectator Vacuum Bottle ....(_____) @ $3.97 ea zs es pees 
Stanley Vacuum Bottle, Pt. ..( —— _) @ $8.64 ea - en 


a 
State Snare 





UNIVERSAL e 711 5th AVENUE e NEW YORK 22, N.Y 


Want more facts? Circle 134, p. 57 
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How to get more display space 


Here’s an idea that can bring needed 
extra display space within the reach of 


every dealer who has run out of room. 


No matter what size your store is, if you need extra 
display space this idea is for you. 

You might call the design a “display book” or a 
“peekaboo,” but the designer and builder of the unit 
shown in photographs below calls it a “swinging door” 
unit. 

Co-owner Edward Ross, Ross-Weigelt Hardware, 
South Laguna, Calif., says “We needed room, we 
didn’t have it, so we created it.” 

In a nutshell, the swinging door idea takes a 3x3 
ft wall section and flexes it into a 27 sq ft unit in a 
matter of seconds. 

Mr. Ross uses the space for packaged fasteners. He 
now stocks more depth and more assortment, and the 
net result has been a sales boost of more than 100 
percent in the line. 

The basic design idea of the display would wel! 
apply to small hand tools, kitchen gadgets, cutlery, 
and dozens of other small, key hardware lines. 
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How to build it? 

Get a 3x3 ft sheet of tempered perforated paneling 
for the backdrop. Two more sheets of paneling cut to 
114x3 ft give you your swinging doors. These are 
fastened to 1x1 in. pine ends which provide support 
for swing-out action. 

Each side of the small “doors” takes about 45 hooks 
for samples. The backboard holds nearly 100 hooks. 
About 10 in. separates front fold from backboard. 

“This display is practically ideal for us,” says co- 
owner Werner Weigelt. 

“Not only do we sell more of a larger assortment 
from a smaller space than formerly, but customers 
are pleased too. They compliment us on our efforts to 
make shopping easier. 

“It seems they really enjoy being able to inspect 
our entire fastener line without having to bend, stoop, 
or move around the store,” Mr. Weigelt says. —End 


4 /n a second... 9 sq ft becomes 
27 sq ft of needed display. 





NEW! SWINGLINE’S === 
SOIT-SEFVICE vessuncerus 


INCREASES REPEAT STAPLE SALES! 


staple SUP ED vrs rcs 
department 


“FREE” 


THE FIRST TIME IN HARDWARE HISTORY! This 
remarkable self-service staple gun depart- 
ment actually promotes more customers into 
buying the famous $4.95 Swingline staple 
gun. 





TURNS RENTAL CUSTOMERS INTO BUYERS! Paves 
the way to more sales because it encourages 
more customers to apply the rental price of 
Swingline’s professional heavy-duty No. 900 
staple gun towards the purchase of the 
$4.95 model! 


FIELD TESTED AND PROVEN ACROSS THE NATION! 
Swingline’s Self-Service Merchandiser posi- 
tively causes innumerable return trips per 
customer. They return to buy refill staples... 
buy other items as well, while inside your 
store. 


DON’T DELAY! This merchandise display is 
yours FREE! Get in on this fabulous profit- 
builder today. Contact Swingline for com- 
plete details. 


#900 Retail $12.50 


FOR COMPLETE INFORMATION —.” ImC., LONG ISLAND City 1, NEW YORK 


in Canada: Saxon Office Equipment, Ltd., 156 Evans Avenue, Toronto 14, Canada 
Want more facts? Circle 135, p. 57 
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with CHROMALOX 
ELECTRIC HEAT. 
plug-in thermwire 
bands, cable, tape 
sell fast at a profit! 


Fast heat, efficient heat—that’s what you 
give customers when you sell Chromalox 
electric bands, cables and tape for heating 
roofs, gutters, downspouts, pipes, valves 
‘and soil beds. 

Dependable Thermwire heating elements 
stop ice and snow-freeze-ups all around the 
home and farm. They’re ideal for keeping 
flowers and vegetables from freezing — or 
for maturing them early. 

With Chromalox electric bands, cable 
and tape, there’s no costly, involved instal- 
lation either. Just plug into an outlet. That’s 
all. Stock and sell CHROMALOX for new 
“plus” business. 

WRITE FOR Bulletin M60100 on more 


profitable sales of easy-to-install thermwire 
or call on your Chromalox Distributor. 


CHROMALOX 
ELECTRIC HEAT 


EDWIN L. WIEGAND COMPANY 





7598 THOMAS BOULEVARD * PITTSBURGH 8, PA. 
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Shariff House: A Fifth Ave. build- 
ing? No, a bustling Kenya Colony 
dealer-wholesaler. 


African firm opens 5th store 


Steady growth in 39-year-old business in Kenya Colony 


is marked with opening of new store in 7-floor building. 


If you think you had problems 
getting started here is news for 
you. 

In 1899, Alibhai Shariff and his 
wife left western India and their 
small general store to emigrate to 
Nairobi, Kenya Colony, East Af- 
rica. Twenty three years later, 
their eldest son Esmail got into the 
hardware business there. 


The first store was a tin hut, and 
survival was difficult, for Africa 
has never offered the opportunities 
for growth as we know them here. 


Now nearly four decades later, 
the firm of Alibhai Shariff & Sons, 
Ltd., is a rising star on the whole- 
sale-retail scene in bustling Nai- 
robi. The firm recently opened its 
fifth store, and it dominates busy 
Hardinge St. 


The store is on the ground level 
of a large and beautiful seven story 
building that would not look out of 
place on New York’s Fifth Ave. 
The entire building, called Shariff 
House, is owned by Shariff. 


There is a parallel in the growth 
of Shariff and our domestic hard- 


ware scene, at least from the 
wholesale angle. For a prominent 
Nairobi newspaper states: 

“In these days when _ several 
hardware firms have had to close 
down, it is a pleasant change to see 
Alibhai Shariff progressing in leaps 
and bounds.” 

How did Shariff grow? Others 
were not growing. Again, to quote 
from the East African Standard: 
“Mr. Shariff was among the first 
Asians to go to Britain and Europe 
and bring back and introduce goods 
and lines never seen in the colony 
before. . . . No expense has been 
spared to ensure the firm gave its 
customers the best possible serv- 
RR 

Now the former one-man opera- 
tion employs 64 persons in its five 
stores. Its future is obviously 
bright. 

Esmail Shariff is dead, but pres- 
ent management, brothers Mada- 
tali and Hussein Shariff are plan- 
ning new features, new depart- 
ments, new imports, and new pro- 
motions to continue the fast-paced 
growth, 





EVERY TIME 
THEY REACH 


IT IS MONEY 
IN YOUR POCKET 


MORE PEOPLE BUY MORE TOOLS SATELLITE 
WHEN THEY ARE DISPLAYED ON A 
P&C MERCHANDISER. 


Tools sell faster, profits are bigger and easier 

when you install a P&C Merchandiser. Impulse 

sales increase rapidly. Tool turnover is 4 or 

more times a year. No other tool display can 

equal the P&C Merchandiser as a sales and ifeee = JET 350 
profit producer. P&C Merchandisers are used 2 

in more than 12,000 stores nationally. For in- 

formation ask your wholesaler or write P&C. 


P&C TOOLS ARE PRE-PRICED 
Customers can tell at a glance the price of any 
tool. You save time and money and end cus- 
tomer confusion and profit losses. 





TOOL COMPANY 


Subsidiary of 





R-150 TOOL 
P.O. Box 5926 » Portland 22, Oregon 


In Canada, Box 366, London, Ontario 


Want more facts? Circle 137, p. 57 
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. BEST. 


’ MOUSE TRAPS 


PRE 


BAITED 


.. - FEATURING A FLAVORED 
PLASTIC TRIGGER WITH 
AROMATIC “LOCKED-IN" 

BAIT SCENTS 


New pre-baited trigger offers special 
Jaboratory-tested lure scent XS-127 
that works like magic in attracting 
mice . . . scent will last indefinitely. 
Special jaw-type trigger will also hold 
additional bait if desired. Traps fea- 
ture easy-set, four-way action. 


Packed in eonvenient, self-service 2- 
PAC with large eye-catching capper 
. . . Stops traffic . . . builds sales. 
Your customers know about and want 
“BEST” Mouse Traps... now's the 
time to order your supply. 


ay META L PRODUCTS 
“OMPANY 


"Tele 
WE Laas’ 


Want more facts? Circle 138, p. 57 
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Hardware cloth? “You've got to 


show it to sell your potential” 


Open, up-front displays turn a normal under-counter 


item into fast turnover, impulse sales merchandise. 

















SRR is Shiner 


Open rack holds 18 styles of wire cloth. 


Some dealers keep stocks of wire 
cloth in the stockroom or under the 
counter. They figure it is demand 
merchandise, with little impulse 
sales appeal. 

“They’re wrong!” says manage- 
ment at Garvey Plumbing & Hard- 
ware, E] Monte, Calif. 

This dealer has loaded 18 styles 
and sizes of hardware cloth onto an 
open-face rack that has two func- 
tions. 

First, it allows easy access for 
measuring and cutting. 


Second, and perhaps more impor- 


tant, it stands on the sales floor as 
a constant reminder to shoppers. 

The many purposes of wire cloth 
in building and home maintenance 
these days has made the line a spe- 
cialized type of impulse goods. But 
impulse goods have to be seen to be 
effective. 

Some manufacturers of wire 
cloth supply open-faced racks to 
serve the purpose. Some dealers 
have built their own racks. Needed 
for this project, as shown in photo- 
graph: about 50 ft of 2x4 lumber 
and some 614-ft lengths of ™%-in. 
steel pipe. 





THE Fob SLAZING AND © 3 
CAULKING. = Jz WHITE, NEEDS 
COMPOUNDS ON (6:0%:.)__- 8 











THE MARKET! 


These high quality, popular priced, compounds 
have earned a “preferred” rating with your 
customers, resulting in repeating sales, due 
to their dependable performance. 


PLASTI-GLAZE BRILLIANT WHITE— nn OR 
for general use. Easy to handle. Sets tough uel “ Aewcd 7 
and elastic. Stays “‘live’’ for years. Packaged > \ @ HAY 
24, 1 Ib. cans per carton. . 


NEW PLASTI-GLAZE ALUMINUM GRAY— 
a specially formulated and colored compound 
for use on aluminum sash. Ready for use, in 
double-tight cans. 


STAZON CAULKING COMPOUND— 


use inside or outside. White or gray—no price 


penalty. Easy to use. Packaged ten 1/10 gal. | NEW A 
foil-seal cartridges with dripless plunger, in LUMINUM 


display carton. COLOR MATCHES 


FOL V APORSEAL 
CARTRIDGE. 


V\ 


CURTIS PRODUCTS, INC. 


Main Office & Laboratories: 6461 Georgia Ave., Detroit 11, Michigan 








Detroit « Chicago + Richmond, Va. » Oakland > New Orleans 
Kansas City » Tampa « Toronto « Jersey City 
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SEND FOR CATALOG § 
AND JOBBER’S NAME & 


NAME 





TITLE 





COMPANY 





STREET 


CITY/STATE 
Oe MRCS MRR: ME eh RTE 








LINE 


Every gleaming red vise in the big 
Simplex line has extra sales fea- 
tures your customers can see. 
Heavy steel slide protects screw. 
Replaceable nut and hardened 
steel pipe jaws are bonuses. 
Liberal discounts and merchan- 
dising aids build profits. 


The Desmond-Stephan Mfg. Co. 
Urbana, Ohio 


eR ET Sec 9% 
wont more facts? Circle 140, p. 57 
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Dealer’s ads a novelty: Tales 


of hardware feature hardware 





—— 2 


“Talking hardware” stories delight readers while 


drawing more attention than some conventional ads. 


“OUR OWN” LITTLE CORNER 


Big Fight in Hardware Store 
Hatchet Hits Hammer 
Not Reported to Police 

No Insurance 


At the stroke of twelve mid- 
night, the first blow fell. All had 
been peaceful and all were in 
their place when suddenly the 
Hatchet said to the Hammer, “I 
don’t like your face” and the 
Hammer said, “You might be 
sharp, but not in your head.” 
The Hatchet rubbed up against 
old Sandy Paper and got more 
Abrasive all the time. Finally 
Hammer got mad and lost his 
head. He drove his claw for 
Hatchet’s head but missed and 
left a bad scratch on his side 
and said, “You Rasp me. The 
Hammer said, “I'll let the Fork 
Handle this” but an old Tub 
Butts in and said they both look- 
ed a little Pail and threw in an- 
other Bucket. A Taper File was 
tired as his teeth ached and he 
tried to put a Damper on the 
fight and he got two teeth 
knocked out. 


Finally the Bench Saw called 
a general meeting to Level things 


out. He started to Axe questions, | 
a te ee 





but Awl were not willing tha 
he should be the Ruler, Perco 
lator started to spout off but he 
blew a Fuse. Flashlight got up, 
but he was off his beam and 
could throw no Jight on the sub- 
ject; he was light in the head 
anyway. Chisel made a few cut- 
ting remarks; he was not on the 
Level and leaned both ways. 
Pliers got up and seemed to have 
a good grip on things but h 
slipped as he was old and weak 
in the joints. A sheet of Glass 
got up, but he was just a Pane 
to everybody and he broke up. A 
Tack started to speak but he 
was headed one way and pointed 
another so he was put back in 
the box. Sander got up to speak 
but he was out of order as usual. 
Wrench had lock jaw and could 
not get down to the Nut of the 
matter. Lantern got disgusted 
and went out. Now Cleaning Rod. 
spoke up and said, “I Ram 

this outfit” so a Tea Kettle start- 
ed singing Home on the Rang 
and all the little Nails and Rive 
laid their heads down to Stee 
a few hours of sleep. 


Howard Lake Hardware 
by Jon 


This “Our Own" Little Corner is well read in Howard Lake, Minn. 





A Minnesota dealer has found he 
gets better ad readership and re- 
sults from layouts that show no 
merchandise or prices. 

The dealer is Jon Ostrom, at 
Howard Lake. Mr. Ostrom is the 
son of veteran mid-Western hard- 
wareman W. A. Ostrom. Young 
Mr. Ostrom’s ads (see sample) are 
far from conventional. They draw 
the attention of mature readers, 
and they delight the younger folks. 


Catchy headlines, under the gen- 
eral title of “Our Own” Little Cor- 
ner, keep readers smiling and en- 
courage them to read further. The 
total effect of Mr. Ostrom’s ads 
is to make a lasting impression on 
readers by amusing them. 

Properly, this kind of advertis- 
ing is called “institutional.” At 
the least, it creates an image that 
is bound to be favorable to a local 
hardware store. 
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ANOTHER (NORTON # PRODUCT 


No MISTAPE about it! 


This is the rack 
that racks up the jack... 
and a deal that’s a steal 


‘cause the rack is yours 





so MASK R MASKING 


> TAPE =| 


S sear 2255; 


ce om 
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M-59 Masking Tape Deal 








M-59 Masking Tape Deal includes 
24 rolls BEAR Masking Tape %4” x 
25’ (suggested retail .35); 12 rolls 
3%” x 90’ (retail .98); 12 rolls 1-2” 
x 300” (retail .69). Your net cost is 
$18.96; your profit a big $9.48! 
And the rack comes FREE. For all 
the information on this and other 
hot deals write to Dept. HA-10, 
BEHR-MANNING CO., Troy, N. Y., 


a division of Norton Company. 





Open display sells item a da é 
P acd y | ; tt 
Home-built 20 ft table pays for itself every two 


weeks, is constant reminder to passing motorists. 


An item a day in extra sales, “This display pays for itself at 
that is the performance of the least once every 10 to 15 days,” 
large display unit in this photo- says owner Joe Aycock, Home 
graph. Hardware, San Angelo, Texas. 


ape Big, portable unit is carried indoors 
MI EE | EVE RY rs 
/ The table was made to last. It’s 
20 ft long, 3 ft wide, and 2 ft high, 
Ses and made of 1 in. boards over 


; . : steel framing. Two men can handle 
. . - with Big Mac all-purpose, twisted cotton rope. More customers it. 





Price range of items shown runs 
from $3 to $25 and up. Items must 
be large enough to be seen by 
motorists whizzing by and bulky 
items are also favored as a curb 
to shoplifting. 
or write to: Puritan Cordage Mills, Inc., 1205 E. Washington Street “This street we are on is busy 
with traffic leading from downtown 
to a shopping center. Being half- 
way between the two, we needed a 
device to catch the attention of 
motorists. Our outside display is a 
reminder to all such passing trade 


BIG MAC at hey eed ot go sabban o 
downtown and battle the crowds 


for hardware,” Owner Aycock says. 
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HARDWARE HUMOR 











©O°, ~@ 

° @ Ws 
‘I've rung up my last sale, ... 1 quit.” 
Want more facts? Circle 142, p. 57 
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OUTSTANDING NEW TOP END QUALITY plus 
THE INDUSTRY'S HOTTEST PROMOTIONS! 


with Arvin You Get 
Real Selling Power! 








Model 81T06 





@ King size, wide slide table with popular curved leg design 

@ Infinite height adjustments from 26” to 37” 

® Positive Safety Lock prevents accidental folding 

@ Finest quality polished nickel chrome legs with non-sag leg joints 
@ Durable easy-roll wheels and wide rear foot for added stability 


@ Sturdy 7-channel ventilated grid top construction 


PERMANENT SHOW SPACES 
501-2—Chicago Furniture Mart 612—New York 1150 Broadway Arvin Sales Dept.—Columbus, Ind. ¢€ 
REO, | 


OVER SIX MILLION IRONING TABLES BY ARVIN 


»» TESTED AND ACCEPTED BY CONSUMERS 
Want more facts? Circle 143, p. 57 


Furniture & Housewares Div. 
ARVIN INDUSTRIES, INC., COLUMBUS, INDIANA 
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How to make the move that’s best for YOU 
(Continued from page 49) 


room for depth in inventory and 
be penalized if he wished to take 
advantage of volume purchases. 


This dealer also noted that 
many shopping centers, whose ba- 
sic concept was to lick the parking 
problem, were not doing too weil 
in that regard. 

Parking privileges, when split 
between dozens of stores on a busy 
day, lose much of. their appeal. 
Women, especially, will avoid en- 
tering a frightening maze of fast 
moving traffic, where there are no 
controls, and where the struggle 
to park can take nearly as long as 
the time spent in shopping. 

Mr. Falcone began to think that 
a single roadside store and a little 
ground to spare might be the bet- 
ter choice for him. He felt that a 
few exclusive parking slots for his 
store alone would be the first ad- 
vantage. 


Many shopping centers also ex- 
tend working hours beyond reason, 


iT WEARS IN...NOT OUT! 


205 GRAPHITE is a dry lubricant that forms a protective, 
low friction film, penetrating even the smallest cracks. It wears in, 


THE UNITED STATES GRAPHITE COMPANY 
DIVISION OF THE WICKES CORPORATION © SAGINAW 9, MICHIGAN 
Want more facts? Circle 144, p. 57 
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this dealer says. A hardware store, 
clustered with other stores that 
stay open every evening, or too 
many evenings, naturally is forced 
to go along. 

But the added hours are a 
strain, and the consequent need 
for extra help could prove uneco- 
nomic, Dealer Falcone says. His 
choice was to concentrate on 
straight daylight hours for his 
work day. 

When Mr. Falcone learned that 
a small hardware store on the edge 
of the city was for sale, he saw 
some answers to his downtown 
problems. He talked the question 
over with Joe DeMarco, who 
worked with him. 

They joined as partners to buy 
the outlying store. 

The first few months at the new 
site proved the partners’ estimate 
of rental and repair service poten- 
tial to be accurate. Here could be 
a gold mine for a dealer willing to 
work at it. 


But the partners soon knew that 
the new-old store, no matter how 
heavily remodeled, could never 
match their needs in a growth 
program. 

There was some open ground 
adjacent to the store that the own- 
ers were holding to use as a park- 
ing lot. It was earmarked as the 
site for a wholly new store that 
would be tailored to the needs that 
Mr. Falcone felt were urgent. 

The owners drew up plans, 
based on their needs, and com- 
menced to build. 


Meanwhile, business as usual 
was maintained next door, at the 
store earmarked for demolition 
later. As the bricks fell into place 
and completion was in sight, mer- 
chandise was moved. This took 
place on evenings and Sundays. 

A tight timetable was main- 
tained, so that on the day the new 
store’s ribbon was cut, the old 
store was closed. And Rocky’s had 








T-50 STAPLE GUN 


—} eles eB 


A STAPLE WHEREVER 


YOU'D DRIVE A NAIL! 
AS ADVERTISED IN 


ARROW FASTENER CO in ie 
snius $? Brooklyr N Y 





a 
| 
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not out, and is impervious to heat, cold or moisture. | 

205 GRAPHITE . . . the lubricant with a thousand uses . . . is | [ 

available in case lots of 1 and 5 pound packages, 25 pound 

drums and 50 pound bags. 
Prices and further information on request. 
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You can fix anything with an Arrow T-50 
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not lost an hour of business in this 
major transition. 

From beginning to end, the 
changeover took about a _ year. 
Rocky’s stayed in the black 
throughout that year, and Messrs. 
Falcone and DeMarco are proud 
of their acumen in this accom- 
plishment. 

Now that the store’s shakedown 
cruise is finished, an appraisal 
shows that sales volume is about 
twice its former amount. 

Service and repair facilities still 
are proving to be the store’s chief 
assets. Twenty percent of Rocky’s 
volume falls in this category. This 
not only helps profit greatly, but is 
a big stick in beating abundant 
discount competition. 

“Every person who comes into a 
hardware store for service instead 
of, merchandise should become a 
regular customer,” says Joe De- 
Marco. “When you render services 
that can’t be found in every store, 
you have an opportunity to button 
up a lot of good will. Services are 
a wedge for new and loyal trade.” 

Mr. Falcone made the decision 
that seemed wisest for him. It ap- 


pears that he chose well. 

Rocky’s is now a modern store 
built around specific needs. It has 
a full basement, for broad depth of 
stock. It has a fully equipped 
shop, for a wide range of services. 

Parking? The old store was lev- 
eled to provide parking for a dozen 
cars. Customers drive up and park 
within a few feet of one of three 
store entrances. 

Lastly, the partners are not en- 
riching a landlord. In 12 years, 
the property will be paid for. Each 
improvement they make in the in- 
terim is money invested in their 
own bank account. —End 


How to gain space in 
open display windows 

A California dealer has found a 
way to boost display area in his 
open-front windows, but without 
destroying the view for passersby. 

Wilshire Hardware, Los Angeles, 
has installed a 1 in. dowel-arm in 
its window. This arm juts out from 
the top of the fixture abutting the 
window. 

Kitchen tools and the like can be 


hung from the arm to place special 
emphasis on them. Gadgets and 
slim hand tools can likewise fit this 
arrangement. 

The important thing is to keep 


A set of kitchen tools is spotlighted 
on arm. 


the assortment thin, so that the 
window view is not blocked, and the 
display does not become a hodge- 





Sones Filters Helps ew Deliver 





CUSTOMER COMFORT at « PROFIT 


Customer comfort is a profitable business. The only way to keep 
it profitable is to have comfort go hand in hand with satisfaction. 
That’s why we make General products so customer-satisfying. It 
assures top performance and avoids call-backs for adjustments. 


General Moisture-Matic G, ey 


agg FUEL OIL 
 Bherater FILTERS 


| » foolproof 
*'Step-design’’ 


valve 
wool-felt element 
traps all moisture 
and dirt particles. 
Lifetime, heavy 
gauge iron and 
steel construction. One bolt removal allows 
element replacement. Two sizes fit all plants. 











Every service call is an opportunity to 
install new units or replace elements. 
Be sure you have a supply in your 
service car. 


a Gonrall 


CLEAN RIGHT 


Soot Remover 








The instant, miracle 
cleaner for flues and 
fire chambers in any 
kind of heating plant. 
Will not harm burner 
parts. Cuts heating 
bills up to 25%. 


Completely 

trouble-free. 

No float te 

stick. Corro- 

sion-free pan. 
Enclosed valve seat. Guaranteed one 
year on parts. 





Ask Your Jobber for the GF Products 


GENERAL FILTERS, 


43800 GRAND RIVER AVENUE NOVI, 





INC. 


MICHIGAN 
IN CANADA: Canadian General Filters, Ltd., 39 Crockford Bivd., Scarborough, Ont. 


PRODUCTS 


Want more facts? Circle 146, p. 57 
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Rais x PKA3 Pe. 


ae yee 


“PACKAGE Eee x 
DEAL” ¢ tha 


You Get - 


KEY MACHINE — 

MOTOR — 

ROTARY KEY BOARD — ake 
1020 POPULAR KEY BLANKS 


You can Cut Cylinder and Car 
Keys Quickly and Accurately! 


You get this Giant Sign 
gnd for Your Store FREE 


KEYS MADE 


CAST ALUMINUM 12” x 27° 


= MAIL COUPON TODAY 
Sa 2 SR RRR RRR Eee 


KEIL LOCK CO., INC. 
Charlestown, New Hampshire 


Please send complete information. on your 
R 4%2 x PKA-3 “Package” Deal plus FREE Key 
sign. 


Name.. 
Address 


City State 
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HARDWARE AGE 


0) Yar Club 


WILLIAM J. COR- 

CORAN, manager of the 

A. Y. McDonald Mfg. Co. 

branch at Des Moines, 

Iowa, has completed 50 

years of service to the in- 

dustry, all with the Mc- 

Donald firm. Mr. Corcoran 

began as an office boy in 

1911 and held several of- 

fice positions until 1916 

when he became a sales- 

man, traveling central 

Iowa. His career was in- 

terrupted by a hitch in the Navy during World 

War I, but he returned as a salesman and in 1922 

was appointed manager of the newly opened Des 

Moines branch, the position he now holds. Mr. 

Corcoran is a member of the Central Supply 

Assn., Chamber of Commerce, Sertoma Club, Em- 

bassy Club, Des Moines Golf and Country Club, 

American Legion, Knights of Columbus and 

Y. M. C. A. Mr. Corcoran’s hobbies are golf and 
fishing. 


E. EUGENE GIBBS, . 

vice-president and general 

manager of the Gadsden 

Hardware Div. of Anni- 

ston Hardware Co., whole- 

saler, has completed more 

than 55 years in the hard- 

ware industry. Mr. Gibbs 

began his career in Au- 

gusta, Ga., in 1906 and in 

1923 moved to Birming- 

ham, Ala., to accept the 

position of director of pur- 

chases for Wimberly & 

Thomas Hardware Co., wholesaler. He later be- 
came a vice-president and director in the firm. 
In 1951, Mr. Gibbs accepted the position as vice- 
president and general manager of Anniston Hard- 
ware with headquarters at the Gadsden Hardware 
Division in Gadsden, Ala., the position he now 
holds. Mr. Gibbs is a member of the National 
Wholesale Hardware Assn., and the Southern 
Wholesale Hardware Assn., having served a three- 
year term on the executive committee of the latter. 
Mr. Gibbs’ hobbies are the hardware business and 
good music. 





electrical tape... | ; 


...1n a brand new 


dispenser.. 4 


... colorfully 


Now in 
NEW easy-to-use 
Dispenser | 


ScoTcn fi 


& ,carded... 


the handaymaris — 
all purpose too! ' 


a= and 
<< i compactly 


be 


Here’s “‘SCOTCH”’ BRAND No. 33 Electrical Tape all dressed up epee her oka 
in a new dispenser, package and display. Designed, following CcCoTCc of 
market tests, to boost impulse sales and turnover to new highs! 9 BRAND 
Economy sized roll and free dispenser make it a better buy for 

your customers. Higher unit sale makes it a better profit-maker Electrical 

for you. Place your order for this new No. 1144 display (12 rolls . 

34" x 44”) .. . assortable with all “ScoTcH”’ BRAND retail tape Plastic Ta pe 


“SCOTCH” IS A REGISTERED TRADEMARK OF 3M CO., 


display items. ST. PAUL 6, MURR. 


ivi MINNESOTA MINING & MANUFACTURING COMPANY 
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Live turkeys draw lots 
of plus holiday trade 


There are many stunts to attract 
traffic into the hardware store at 
Christmas time. Of these, nothing 
is more reliable than the familiar 
Christmas turkey giveaway, ac- 
cording to A. E. Crosby, Jr., owner 
of Crosby Hardware Co., Falfur- 
rias, N. M. 

Each Christmas season, begin- 
ning during Thanksgiving week, 
Crosby Hardware awards a 15-lb 
turkey delivered alive every Satur- 


day. Liberally mentioned in the 
store’s newspaper advertising, and 
by means of signs on the doors of 
the store, the promotion brought 
5600 registrants last year. This 
trade bought enough Christmas 
merchandise to outsell all previous 
records. 

The program, as administered by 
the hardware store has been kept 
simple. 

A metal container has a slot in 
the top for customers to deposit 
their registration slips. The slips 
are simply mimeographed forms 


with space for name, address, and 
telephone number. 


Each Saturday the slips are 


drawn out. One of them is selected 
as the winner by a non-interested 
party. 
party is a child stopping in the 
store with his parents. 


Usually the disinterested 


Then, the bulletin board is used 


to announce the winner and the 
turkey is delivered by the store on 


Saturday evening. 

“That’s all there is to it,” Mr. 
Crosby says. “Turkey prizes are 
not particularly costly, in terms of 


the amount of extra business we 
have accomplished and they cer- 
taily have appeal. We got a better 
response from this promotion than 
anything else we have ever used.” 








SCREEN 
and 


STORM 
DOORS 


need sturdy 
Hardware 


— make it Safe! 


Safe Screen and Storm Door 
Hardware is designed for a 
long life of reliable per- 
formance. Depend upon it 
. . - for quality . .. for 
endurance... for beauty. 
There’s a ay. mate- 
rial and finish for every 
season...every 


purpose. 


Battery dispenser ups 
sales and saves time 
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Competitive Battery dispenser is eye catcher. 


PRICE 

Grandma’s kitchen used to boast 
a wall container for matches. When 
a“ 3 she removed one from bottom, an- 
\ | | as other fell from the shaft above to 

= vt we) take its place. 

b. A te we This idea has been adapted for 

/ }% - = a flashlight battery dispenser by 

: Louis Imperiale, Imperiale Hard- 
ware, Redwood City, Calif. 

The dispenser was made of scrap 
wood. It holds dozens of batteries 
in a shaft that stands some 3 ft 
high, above a gondola that fea- 
tures flashlights. Each time a self- 
serve customer removes a battery 
from the bottom, another falls to 
take its place. 


SAFE PADLOCK and 
HARDWARE CoO. 


Subsidiary of 


THE AMERICAN HARDWARE CORPORATION 


LANCASTER, PENNSYLVANIA 
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First important date for you...in "62! 
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The NHMA January show was 
a record-breaker in every re- 
spect. The July show was an- 
other important “first” for the 
housewares industry, the first 
mid-year show that was truly 
national in scope, and in at- 
tendance. 

It broke an established pat- 
tern, as all progress must, for 
one reason alone—to make this 
mid-year show, at the start of 
the biggest selling season, a na- 
tional meeting-place that would 
present a complete picture of 
the industry; reflect all condi- 
tions; and attract housewares 
people from every part of the 
country. 

Thanks to splendid coopera- 


tion from every quarter, the 
= % success of this past show com- 


pletely corroborated the new 
pattern. 

The purpose, and promise, of 

Vi cCormick Place the NHMA remains, as always: 

To serve the best interests of 

the nation’s housewares buyers 

Chica o and sellers, as changing condi- 

4 tions may suggest and permit. 

The January 1962 show will 


fulfill that promise more com- 
pletely than ever. 








Serving the housewares industry since 19388 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


(incorporated not for profit) 


1130 Merchandise Mart + Chicago 54, illinois 
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Convention Calendar 





conventions 


shows 


conferences 





Convention Check List 








For complete details about the convention listed by dates below use 
the alphabetical listing following this quick check list. 


October 
9-11 Pacific Southwest Hardware 
Assn. Convention, Scottsdale, 
Ariz. 
15 Wm. L. Blumberg Co., Fall 
Dealer Show, Brooklyn, N. Y. 
15-18 National Builders’ Hardware 


Convention, Miami Beach, Flo. 

20-22 Eastern Lawn, Garden & Allied 
Products Trade Show, New York, 
N. Y 


22-25 Atlantic City Convention of 
American Hardware Manufac- 
turers’ Assn.—National Whole- 
sale Hardwore Assn.—National 
Assn. of Sheet Metal Distribu- 
tors. 

29-30 L. J. Kingsley Co., Inc., Dealer 
Show, Johnson City, N. Y. 

29-31 Hardwore Wholesalers, Inc., 
Annual Convention, Merchandise 
Show and Stockholders’ Meet- 
ing, Fort Wayne, Ind. 

30-31 Water Systems Council, Annual 
Meeting, Chicago. 

30to Cotter & Co., Semi-Annual 

Nov. 10 Convention, Spring Goods & 
Fishing Tackle Show, Chicago. 

31 to M.S. Young & Co., Fall Hard- 

Nov. | ware Show & Pro Dealer Con- 
vention, Allentown, Pa. 

November 
2-4 Montana Hardware & Imple- 
ment Assn. Convention, Great 
Falls, Mont. 

18-20 Retail Paint & Wallpaper Dis- 
tributors of America, Inc., An- 
nual Convention & Trade Show, 
Detroit. 

December 
3-7 National Assn. of Homebuilders 
18th Annual Convention-Exposi- 
tion, Chicago. 


January 
7-9 Weed & Co., Annual Dealer 
Trade Show, Buffalo, N. Y. 
14-16 Minnesota Retail Hardware 
Assn., Minneapolis. 





14-16 Pennsylvania & Atlantic Sea- 
board Hardware Assn., Phila- 
delphia. 

14-16 Wisconsin Retail 
Assn., Stevens Point. 

15-19 National Housewares Exhibit, 
Chicago. 

21-22 Louisiana-Mississippi Retail 
Hardware Assn., Baton Rouge, 
La. 

21-23 Ace Hardware Corp., Annual 
Convention & Exhibit, Chicago. 

21-23 Albany Hardware & Iron Co., 
Dealer Show, Albany, N. Y. 

21-23 Hibbard, Spencer, Bartlett & 
Co., Anunual convention of True 
Value, Auburn, Associated and 
Buh! Sons Co. Dealers, Evans- 
ton, Ill. 

21-23 Pacific Northwest Hardware & 
Implement Assn., Portland, Ore. 

22-23 South Dakota Retail Hardware 
Assn., Sioux Falls. 

23-25 Mountain States Hardware & 
Implement Assn., Denver, Colo. 

26-28 Oklahoma Hardware & Imple- 
ment Assn., Oklahoma City. 

27-28 Southwest Hardware & House- 
wares Show of Pacific Southwest 
Hardware Assn., Phoenix, Ariz. 

28-30 Indiana Retail Hardware Assn., 
Indianapolis. 

28-30 Intermountain Assn., Idaho Falls, 
Idaho. 

28-30 Texas Hardware & Implement 
Assn., Dallas. 

28.30 Wisco Hardware Co., Annual 
Merchandising School & Sales 
Show, Madison, Wis. 


Hardware 


February 


4-5 Nebraska Retail 
Assn., Lincoln. 

4-5 Tennessee Retail 
Assn., Nashville. 
4-6 Virginia Retail Hardware Assn.., 

Norfolk. 

4-7 Ohio Hardware Assn. Conven- 
tion & Mid-America Hardware 
Show, Cleveland. 

5-8 Canadian Hardware Show of 


Hardware 


Hardware 


Canadian _ Retail Hardware 
Assn., Toronto, Canada. 
Connecticut Hardware Assn., 
Bridgeport. 

Arkansas Retail Hardware 
Assn., Little Rock. 

Tri-State Hardware & Imple- 
ment Assn., Amarillo, Texas. 
Western States Hardware, 
Housewares, Paint & Garden 
Supply Show of California Re- 
tail Hardware Assn., San Fran- 
cisco. 

lowa Retail Hardware Assn.., 
Des Moines. 

C. Y. Schelly & Bro., Inc., Spring 
Merchandise Show, Allentown, 
Pa. 

Illinois Retail Hardware Assn., 
Peoria. 

Michigan Retail Hardware 
Assn., Lansing. 

New York State Retail Hard- 
wore Assn., Rochester. 

West Virginia Hardware Assn., 
Parkersburg. 

Western Retail Implement & 
Hardware Assn., Kansas City, 


oO. 

Albany Hardware Co., Annual 
Trade Show, Albany, Ga. 
Hardware Assn. of the Caro- 
linas Hardware & Housewares 
Show & Convention, Charlotte, 
me. Ed 

Alabama Retai! Hardware 
Assn., Montgomery. 

New England Hardware Deal- 
ers Assn. Convention & Hard- 
ware & Housewares Show, Bos- 
ton, Mass. 

West Coast Hardware & House- 
wares Show of Pacific Southwest 


Hardware Assn., Los Angeles, 
Calif. 


International Toy & Trade Fair, 
New York. 

Georgia-Florida Hardware 
Assn. Convention & Spring Trade 
Show, Jacksonville, Fla. 








National Events 


Atlantic City Convention of the Amer- 
ican Hardware Manufacturers’ 
Assn. — National Wholesale Hard- 
ware Assn. — National Assn. of 
Sheet Metal Distributors, Oct. 
22-25, Atlantic City, N. J. Head- 
quarters: Dennis and Shelburne 
Hotels. Arthur L. Faubel, AHMA 
secretary, 342 Madison Ave., New 
York 17. Thomas A. Fernley, Jr., 
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NWHA managing director, 1900 


Arch St., Philadelphia 3. 


International Toy & Trade Fair, Mar. 


11-16, at Hotel Statler-Hilton, New 


York. Sponsored by International 


Trade Shows, 545 Fifth Ave., New 
York 17. 


National Assn. of Home Builders, 18th 


Annual Convention-Exposition, Dec. 
3-7, at McCormick Place, Chicago. 


Melvin E. Kimmey, Dayton, Ohio, 
chairman. 


National Builders’ Hardware Conven- 
tion, Oct. 15-18, Miami Beach, Fla. 
Headquarters at Fontainebleau Ho- 
tel. Sponsored by National Build- 
ers’ Hardware Assn., William S. 
Haswell, managing director, 515 
Madison Ave., New York, and 
American Society of Architectural 

(Continued on page 97) 








Here’s what Alcoa gives you: 
Eleven tested and proven ideas 
that sell your stock! Traffic-build- 
ing “saturation” radio spots in 
key market areas! Two full-color 
pages in the magazine your best 
prospects read! Buy-appeal com- 
mercials on Alcoa’s network TV 
show, “Alcoa Premiere’! Hang 
tags and counter tent cards to es- 
tablish you as “headquarters” for 


© ALCOA 


LOADS 
EM 


UP WITH ~ 
11 TESTED SMALL APPLIANCE PROMOTIONS! 


small electric appliances and in- 
formation! 
SEND TODAY 
FOR YOUR FREE 

PORTFOLIO of Alcoa’s Market- 
Maker promotion materials. 
Write, wire or phone... or simply 
clip the handy coupon at right! 


Sear eseoeesS.  f 


Aluminum Company of America 
1627-K Alcoa Buiiding 
Pittsburgh 19, Pa. 


Please send me a 1961 Alcoa Market- 
Maker Planning Guide .. . to help me 
sell more small electric appliances 
than ever before! 


Store Name 
Address_ __ 
- ae 

Ordered by 








Vac OA ALUAAINU AA 





ALUMINUM COMPANY OF AMERICA 


Entertainment at its Best... ALCOA PREMIERE with Fred Astaire as Host... Tuesday Evenings, ABC-TV 


Want more facts? Circle 150, p. 57 
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A STYLE, A SHAPE, A SIZE FOR EVERY JOB! 


You’ll find everything your customers want in Wheeling 
Ware. Thirty-three different styles and sizes of Wheeling 
pails, for example. And twenty-four different styles and 
sizes of Wheeling refuse cans! 

Besides its amazing versatility, the Wheeling line offers 
you these equally important advantages: 

© Wheeling galvanized sheet Ware that’s blemish-free, 


crack-free because it’s always made of famed Wheeling 
sorTire® Galvanized Sheets. 


e Wheeling hand-dipped Ware that’s long been acclaimed 
as the finest premium-grade ware available anywhere. 

e Wheeling’s famous red label, coupled with aggressive 
national advertising, means unequalled customer 
acceptance. 

Free Catalog! See Wheeling’s full ware 

line for yourself. Write today for your big, 

new Wheeling Ware catalog. Wheeling 

Corrugating Company, Wheeling, W. Va. 


WHEELING CORRUGATING COMPANY - IT’S WHEELING STEEL! 


Warehouses: Boston, Buffalo, Chicago, Columbus, Detroit, Kansas City, Louisville, Martins Ferry, Minne- 
apolis, New York, Philadelphia, Richmond, St. Louis. Sales Offices: Atlanta, Houston, New Orleans. 
Want more facts? Circle 151, p. 57 
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Super-Channeldrain® Roofing is made of 
tough, full-gauged Cop-R-Loy® Steel, then 
heavily galvanized to give years and years 
of dependable service. 


LaBelle Cut Nails are especially suited for 
flooring and for attaching wood furring 
strips in building block construction. 


Corrugated Metal Culvert Pipe and Fittings 


are ideal for all types of farm and roadside 
drainage. Low in cost, too. 


Wheeling SofTite® Cop-R-Loy® Galvanized 
Steel Sheets for heating and air-condition- 
ing ducts, will not flake or peel under rough 
use. Made of Cop-R-Loy Steel for extra life. 


Want more facts? Circle 151, p. 57 
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Hardware Consultants, George P. 
Merrill, executive secretary, 220 
“E” St., Santa Rosa, Calif. 


National Housewares Exhibit, Jan. 
15-19, McCormick Place, Chicago. 
Sponsored by National Housewares 
Mfrs. Assn., 1130 Merchandise 
Mart, Chicago 54; Dolph Zapfel, 
secretary. 


Retail Paint & Wallpaper Distribu- 
tors of America, Inc. Annual con- 
vention and Trade Show, Nov. 18- 
20, at Cobo Hall, Detroit. 


Water Systems Council (Formerly 
National Assn. Domestic & Farm 
Pump Mfrs.) Annual Meeting, Oct. 
30-31, at Hotel Knickerbocker, Chi- 
cago, R. C. Breeden, 1201 Waukee- 
gan Rd., Glenview, IIll., secretary- 
manager. 


Regional—State 


Ace Hardware Corp., Annual Conven- 
tion and exhibit, Jan. 21-23, at Con- 
rad Hilton Hotel, Chicago. 


Alabama Retail Hardware Assn. Con- 
vention, Feb. 25-27. Hotel Head- 
quarters at Whitley Hotel. Sessions 
and exhibit at Alabama State Coli- 
seum, Montgomery. A. B. Hill, 2201 
Highland Ave., Birmingham. 


Albany Hardware Co., Inc., Annual 
Trade Show, Feb. 20-22, at company 
offices, 419 Hodges Ave., Albany, 
Ga. 


Albany Hardware & Iron Co., Dealer 
Show, Jan. 21-23, at Albany Hard- 
ware Bldg., Broadway & Arch Sts., 
Albany, N. Y. 


Arkansas Retail Hardware Assn. Con- 
vention, Feb. 11-12. Hotel Head- 
quarters at Marion Hotel. Sessions 
and exhibit at Robinson Memorial 
Auditorium, Little Rock. Tom R. 
Pickney, 1014% Main, Little Rock. 


Wm. L. Blumberg Co., Inc., Fall 
Dealer Show, Oct. 15, at company 
offices, 11833 Manhattan Ave., 
Brooklyn, N. Y. 


Canadian Hardware Show, sponsored 
by Canadian Retail Hardware 
Assn., Feb. 5-8. Convention and ex- 
hibits at Industry Bldg., and East 
Coliseum, Exhibition Park, Toronto. 
Angus T. Firth, 290 Merton St., 
Toronto 7, Ont. 


Connecticut Hardware Assn. Conven- 
tion, Feb. 7. Hotel Headquarters 
and sessions at Stratfield Hotel, 


(Continued from page 94) 


Bridgeport. Russell V. Carlson, 10 
Bank St., New Milford. 


Cotter & Co., Semi-Annual Conven- 
tion, Spring Goods & Fishing 
Tackle Show, Oct. 30 to Nov. 10, at 
company offices, 2740 N. Clybourn 
Ave., Chicago. 


Eastern Lawn, Garden, & Allied 
Products Trade Show, Oct. 20-22, at 
Coliseum, New York, N. Y. Frank 
Yeager, Suite 1103, 331 Madison 
Ave., New York, N. Y. 


Georgia-Florida Hardware Assn. Con- 
vention, Mar. 25-27. Hotel Head- 
quarters at George Washington Ho- 
tel. Sessions and exhibit at Jack- 
sonville Coliseum, Jacksonville. R. 
L. Ricker, 364 Stowe Ave., Orange 
Park, Fla. 


Hardware Assn. of the Carolinas 
Hardware & Housewares Show & 
Convention, Feb. 20-22. Hotel Head- 
quarters at Hotel Charlotte. Ses- 
sions and exhibit at Charlotte Mer- 
chandise Mart, Charlotte, N. C. 
Martin F. Kaelke, Box 6215 Char- 
lotte 7, N. C. 


Hardware Wholesalers, Inc., Annual 
Convention, Merchandise Show and 
Stockholders’ Meeting, Oct. 29-31, 
at company offices, Nelson Rd., Fort 
Wayne, Ind. 


Hibbard, Spencer, Bartlett & Co., An- 
nual Convention of True Value, 
Auburn, Associated and Buhl Sons 
Co. Dealers, Jan. 21-23, at 2300 
Brummel Place, Evanston, Il. 


Illinois Retail Hardware Assn. Con- 
vention, Feb. 18-20. Hotel Head- 
quarters and sessions at Pere Mar- 
quette Hotel, Peoria. William F. 
Ewert, 1451 Merchandise Mart 
Plaza, Chicago 54. 


Indiana Retail Hardware Assn. Con- 
vention, Jan. 28-30. Hotel Head- 
quarters at Sheraton-Lincoln Hotel. 
Sessions and exhibit at Murat 
Temple, Indianapolis. W. J. Sheely, 
4120 N. Keystone, Indianapolis. 


Intermountain Assn. of Hardware & 
Implement Dealers Assn. Conven- 
tion, Jan. 28-30. Hotel Headquarters 
and sessions at Bonneville Hotel, 
Idaho Falls, Idaho. Leon L. Weeks, 
308 Bank of Idaho Blidg., Boise, 
Idaho. 


Iowa Retail Hardware Assn. Conven- 
tion, Feb. 11-14. Hotel Headquar- 
ters at Hotel Savery. Exhibit at 
Veterans Memorial Auditorium, Des 
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we UticaToots @ 


OL 


DISPLAY RACKS 
FOR MOUNTING ON STANDARD PEG BOARD! 


The Utica WR-1 - WR-2 - WR-3! Increase impulse sales and profits 
with this new series of self-service Utica Hand Tool display racks. 
Order one or all three! Attractive, chrome plated, these new 
merchandisers also mean easier stock handling and inventory. 
Available in three assortment sizes for minimum space, maximum 
display ... they occupy less than six square feet of wall area. Tool 
selection is based on a wide variety of basic and fastest selling Utica 
tools for home and hobbyist. No Cost to You... these new merchan- 
disers are yours free with each tool assortment ordered. 


UTICA DROP FORGE & TOOL DIVISION + KELSEY-HAYES COMPANY, UTICA 4, NEW YORK 


UTICA 


Want more facts? Circle 152, p. 57 
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Moines. Philip R. Jacobsen, 520 W. 
85th St., Des Moines 12. 


L. J. Kingsley Co., Inc., Binghamton, 
N. Y., Dealer Show, Oct. 29-30, at 
Endicott Johnson Recreation Bldg., 
Main St., Johnson City, N. Y. 


Louisiana - Mississippi Retail Hard- 
ware Assn. Convention, Jan. 21-22. 
Hotel Headquarters, sessions and 
exhibit at the Capitol House, Baton 
Rouge, La. David O. Mansfield, Box 
1619, Jackson, Miss. 


Michigan Retail Hardware Assn. Con- 
vention, Feb. 18-20. Hotel Head- 
quarters and sessions at Jack-Tar. 
Exhibit at Lansing Civic Center, 
Lansing. Harold W. Shumacher, 
1916 Michigan National Tower, 
Lansing 8. 


Minnesota Retail Hardware Assn. 
Convention, Jan. 14-16. Hotel Head- 
quarters and sessions at Leaming- 
ton Hotel, Minneapolis. C. J. 
Christopher, 3033 Excelsior Blvd., 
Minneapolis 16. 


Montana Har.dware & Implement 
Assn. Convention, Nov. 2-4, Hotel 
Headquarters and Sessions at Rain- 
bow Hotel, Great Falls, Mont. Nor- 
man QO. Blevins, Box 1152, Helena, 
Mont. 


Mountain States Hardware & Imple- 
ment Assn. Convention, Jan. 23-25. 
Hotel Headquarters at Cosmopoli- 
tan Hotel, Denver, Colo. Francis W. 
Reich, Box 73, Boulder, Colo. 


Nebraska Retail Hardware Assn. Con- 
vention, Feb. 4-5. Hotel Headquar- 
ters and sessions at Cornhusker 
Hotel. Exhibit at Pershing Munici- 
pal Auditorium, Lincoln. Frank 
Capalino, 303 Insurance Bldg., Lin- 
coln 8. 


New England Hardware Dealers 
Assn. Convention & Hardware & 
Housewares Show, Feb. 25-27. Hotel 
Headquarters and sessions at Stat- 
ler-Hilton Hotel. Exhibit at Stat- 
ler-Hilton and First Corps of 
Cadets Armory, Boston, Mass. 
Chester C. Putney, 665 Boylston 
St., Boston 16. 


New York State Retail Hardware 
Assn. Convention, Feb. 18-20. Hotel 
Headquarters and sessions at Man- 
ger Hotel. Exhibit at War Mem- 
orial, Rochester. Nicholas H. Kiley, 
Hills Bldg., Syracuse. 


Ohio Hardware Assn. Convention & 
Mid-America Hardware Show, Feb. 
4-7. Hotel Headquarters and ses- 





Now from Du Pont— 
a plastic cement that mends 
common household plastics 


Du Pont Plastic Cement 


Mends vinyl, styrene, acrylic, phenolic plastics spokes 
—the plastics found in millions of households 


From Du Pont research! Expressly made for bonanza sales in the Age of 
Plastics, new Du Pont Plastic Cement is the first all-purpese, top-quality 
plastic cement for repairing just about every one of the millions of plastic 
items found in millions of American households. And in addition to cement- 
ing plastic to plastic, this sensational new cement is excellent for general 
cementing of leather, wood, china, metal, glass or paper. It’s a sure seller! 
Large 134-0z. tube only 69¢ suggested retail. 











For plastic toys and models 
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For plastic auto seat covers For plastic shower curtains For plastic appliance parts 


Strong -Fast drying-Waterproof-Clear 


Order today from your wholesaler 


RE6.y.s. pat OFF 


BETTER THINGS FOR BETTER LIVING. . . THROUGH CHEMISTRY 


DUPONT N¢“7” PRODUCTS oC 


Want more facts? Circle 153, p. 57 
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NEW, LOW PRICES 
KLAMPON 


Re-usable Menders & Couplings for Plastic or Rubber Hose 








PATENT NO. 2,725,246 


Revolutionary, new KLAMPONS are now in the same 
price range as old-fashioned menders and couplings 


® KLAMPON MENDER-COUPLINGS mend plastic or rubber hose instantly, 
or couple two pieces of plain-end hose. Just insert hose ends and press 


the lever down. 


KLAMPON FEMALE COUPLINGS replace worn, bent female couplings. 
KLAMPON MALE COUPLINGS replace bent, leaky male couplings. 
Made in the popular hose sizes—7/16, 1/2 and 5/8”, and individually 


visual-packed for self-service. 


Made of solid, rust-resistant metal, with tempered steel spring. 


Ask your jobber or write us for name of nearest supplier 


WRITE FOR 1962 ILLUSTRATED GARDEN PRICE LIST 


© FRANKLIN METAL & RUBBER CO., HATBORO, PA. 


Want more facts? Circle 154, p. 57 
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SALES REPS 
WANTED 


To Sell Assorted © — PW 


HARDWARE 
LINE 


Now calling on wholesale, 
hardware, houseware job- 
bers, and the builder's 
supply trade. 


> Hinge Pin Door Bumpers 
> Du All Door Guard 

> Save-A-Door Disc 

> Residential Mail Boxes 


> Adjustable Plate Hangers 
and 6 other fast sellers 


Some territories open for these easy- 


to-sell, repeat order items. 


Write for new catalog on entire line. 


GORDON ASSOCIATES 
P.O. Box 429, Derby, Conn. 


ARE AE SAMENESS OI RSI SR HRN BE 
Want more facts? Circle 155, p. 57 
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Complete Newest Set ’ 
of Key Board Togs 
Colorful Streamers 


v 
Thot Will Brighten Up \ 
Your Store \\ 
vW New Edition of Ker 
Blonk Comparative List J 


STAR Key & Lock 
Manufacturing Co. a 
‘ai. 


51 a First Street 





rooklyn, 


(WRITE FOR YOUR FREE: ) 





| Want more facts? Circle 156, p. 57 








Do You Want To- 


Sell or buy a store 

Represent new accounts 

Hire experienced hardware 
personnel 

Dispose of surplus stock—distress 
inventory—job lot merchandise 


Get sales representation for your 
ine 


Get a job in the Hardware field 


THEN— 


Tell lt Te The Trade 
in The Classified 
Advertising Pages 

Of HARDWARE AGE 


Classified Ad. Dept. 


HARDWARE AGE 


hestnut & Séth Streets 
Philadelphia 39, Pa. 














(Continued ) 


sions at Sheraton-Cleveland Hotel. 
Exhibit at Cleveland Public Audi- 
torium. John B. Conklin, 1540 W. 
5th Ave., Columbus 12. 


Oklahoma Hardware & Implement 
Assn. Convention, Jan. 26-28. Hotel 
Headquarters and sessions at Skir- 
vin Hotel. Exhibit at General Ex- 
hibits Bldg., State Fair Grounds, 
Oklahoma City. Tom J. Crooks, 
Corbyn Bldg., 2720 Classen Blvd., 
Oklahoma City 6. 


Pacific Northwest Hardware & Imple- 
ment Dealers Assn. Convention, 
Jan. 21-23. Hotel Headquarters, 
sessions and exhibit at Multnomah 
Hotel, Portland, Ore. J. Malcolm 
Smith, 303 Empire State Bldg., 
Spokane 1, Wash. 


Pacific Southwest Hardware Assn. 
Convention, Oct 9-11. Hotel Head- 
quarters and sessions at Valley Ho 
Hotel, Scottsdale, Ariz. Otto H. 
Grigg, 1519 S. Garfield Ave., Los 
Angeles 22, Calif. 


Pennsylvania & Atlantic Seaboard 
Hardware Assn. Convention, Jan. 
14-16. Hotel Headquarters, sessions 
and exhibit at Sheraton Hotel, Phil- 
adelphia. J. Wayne Tisdale, 3820 
Walnut St., Harrisburg, Pa. 


C. Y. Schelly & Bro., Inc., Allentown, 
Pa. Spring Merchandise Show, Feb. 
13-15, at Agricultural Exposition 
Bldg., Allentown, Pa., Fairgrounds. 


South Dakota Retail Hardware Assn. 
Convention, Jan. 22-23. Hotel Head- 
quarters and sessions at Sheraton- 
Cataract Hotel, Sioux Falls. Harris 
T. Benson, 2108 S. Western Ave., 
Sioux Falls. 


Southwest Hardware & Housewares 
Show of Pacific Southwest Hard- 
ware Assn., Jan. 27-28. State Fair 
Grounds, Phoenix, Ariz. Otto H. 
Grigg, 1519 S. Garfield Ave., Los 
Angeles, Calif. 


Tennessee Retail Hardware Assn. 
Convention, Feb. 4-5. Hotel Head- 
quarters and sessions at Dinkler- 
Andrew Jackson Hotel. Exhibit at 
Fairground Coliseum, Nashville. 
Rufus J. Parish, Box 784, Nashville. 


Texas Hardware & Implement Assn. 
Convention, Jan. 28-30. Hotel Head- 
quarters, sessions and exhibit at 
Statler-Hilton Hotel, Dallas. R. M. 
Souder, 1108 Gibraltar Life Bldg., 
Dallas 1. 


Tri-State Hardware & Implement 
Assn. Convention, Feb. 11-12. Hotel 





your best prospect wl 


See the complete 
HAHN-ECLIPSE line of 
quality lawn and garden 
equipment in Booth No. 105 
Eastern Lawn, Garden and 
Allied Products Trade Show, 
Coliseum, New York City, 
Oct. 20-22. 


BYU poe 
th 


// 


= 


HAHN -ECLIPSE 


now OWNS 


another brand! 


He sweats and stews over equipment that is in 
the shop for servicing more than it is in his 
yard and still leaves his lawn looking like it 
needs cutting a day or two after he does the 
job. He worries about serious accidents caused 
by rotary mowers. His present tiller is hard to 
handle and still leaves him dissatisfied with his 
garden. 


He's ripe to buy HAHN-ECLIPSE because he’s now 
convinced that a quality mower does a better 
lawn-grooming job and is far more economical 


HAHN j€ ECLIPSE 


a 
fe hy HAHN-ECLIPSE 


DIVISION OF HAHN, INC, 


in the long run. And he can easily be sold on 
the complete safety of a HAHN-ECLIPSE reel- 
type mower. He can easily be shown, too, that 
the HAHN-ECLIPSE Pow-R-Boy Rotary Tiller 
has superior design, is easy to handle because 
of the weight distribution, and does a better 
tilling job because of the exclusive tine design. 


The swing to quality means more profits for you. 
Sell the complete HAHN-ECLIPSE line of reels, riders, 
tillers, 


rotaries, and chain saws for FULL profit. 


Write today for details. 


Dept. HA-106! 

2000 N. 6th Avenue 
Evansville 7, Indiana 
Phone: HA 4-093! 


co. 


Want more facts? Circle 157, p. 57 
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PLYMOUTH CORDAGE COMPANY 
Want more facts? 





Kenberry GADGETS 
ARE PROFITABLE 


Se// Fast, Use 
Little Space 
4 Color Cards 


Display as a family of 
gadgets in one place on 
peg boards or counter 
bins for fastest self-serv- 
ice sales. Serving Tongs 
in many sizes, styles. 
Cheese Slicers. Jar 
Wrenches. Deluxe Roast 
Rack. Skewers in all 
sizes. 7 Pins. Plate 
Hangers. otato Bake 
Rack. Broom Clips. Food 
Mixers. Beaters. Many 
other gadgets. 


More than 50 
Kenberry GADGETS 
Ask your jobber 

or write for list 


Want more facts? Circle 159, p. 57 


BIG 
» SALES 


IN SMALL SPACE 


PLYMOUTH ROPE 
ON SALESRAK SPOOLS 


Plymouth, Mass. 
ircle_ 158, p. 57 
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NEW! 


tinh 


4 at) yi Heat, 


HEAT: MASTER ir. 
Operates on Safe, 
Clean-Bunning LF 

on Natural Gas 


@ Radiant space heater or 
forced air furnace 


Operates all week-end 
and longer — without 
attention 


Can be vented 





ing inside. 





UP TO 65,000 B.1.U. PER HOUR 


This inexpensive, amazingly rugged 
heater is used principally for 
heating outdoors and circulated heat- 


hood and blower converts Heat- 
Master, Jr. to a radiant space heater. 


Fume-free—won't damage 
interiors with soot- 
laden exhaust 


Trouble-free . . . almost 
“spot” never needs adjustment 
Ss 
Easy to carry from job 
Removal of directional te job 
® Manual or thermostatic 
heat controls 


Operates for as "Ngee eo ed 
T 


little as 4\4c to 
10c an hour at 
maximum out- 


put. 


FREE ! 


STMAMLESS ; 


SKEWERS POTATO BAKE RACK 


JOHN CLARK BROWN t«¢ 


ONE MONTGOMERY ST. 
GSELLEVILLE 9, NV. 


ALER 





en berry GAOGETS 


Money-Making i 
DE 


Promotion 
Kit! 


hermoDynamics, Inc. 


1366 W. Oxford * Englewood, Colorado | 
[] Send full details on Heat-Master, Jr 
[] Send money-making dealer promotion kit. 


Name HA-0 





§ City 
(8 Gee OO Ge a 





State 





j 
! 
: 
: 
i 
“« 
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Stock the one 
all purpose 
water seal 





Proved by home owners 
— contractors 


widely advertised 


MOISTURE PROOF WALLS, 
CEILINGS, FOUNDATIONS 
Wood + Tile - Stucco «+ Masonry 
Concrete « Shingles « Painted 
and unpainted surfaces 
Prevents dry rot, efflorescence, 
water stains - Retards dampness 
in basements + Lasts five years 


OUTDOOR USES 


Keeps moisture out of camping equip- 
ment, awnings, convertible tops, garden 
furniture, pads, planter boxes, boots, 
shoes, any porous material 


Easy to apply by brush, spray or roller. 
Deep penetrating. Colorless. 
Excellent concrete curing and sealing 
agent. Proved bond breaker for pre-cast, 
tilt up and lift slab construction. 
Order from your wholesaler or Thomp- 
son distributor. Ask about free perma- 


nent display fixture to speed up sales, 
save inventory. 


Write for com information 


P| 
MANUFACTURERS OF FINE PROTECTIVE 


CHEMICALS SINCE 1929 


4 
Ihompson Co., Inc... Merchandise Mari 


n Francisco 3, California 
Louis * St. Paul ¢ Detroit 
Philadelphia * New York City * Mem ° 
Cleveland ° Factory: King ty, California 
Want more facts? Circle 161, p. 57 
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Headquarters at Herring Hotel. 
Sessions and Exhibit at Commercial 
Exhibits Bldg., Tri-State Fair 
Grounds, Amarillo, Texas. R. B. 
Allen, 1409 Fourth Ave., Box 269, 
Canyon, Texas. 


Virginia Retail Hardware Assn. Con- 
vention, Feb. 4-6. Hotel Headquar- 
ters, sessions and exhibit at Golden 
Triangle Motor Hotel, Norfolk. G. 
T. Omohundro, Jr., Box 206, Scotts- 
ville. 


Weed & Co., Buffalo, N. Y., Annual 
Dealer Trade Show, Jan. 7-9, at 
Statler-Hilton Hotel, Buffalo, N. Y. 


West Coast Hardware & Housewares 
Show of Pacific Southwest Hard- 
ware Assn., Feb. 25-27, at Great 
Western Exhibit Center, Los An- 
geles. Otto H. Grigg, 1519 S. Gar- 
field Ave., Los Angeles 22. 


Western Retail Implement & Hard- 
ware Assn. Convention, Feb. 18-20. 
Hotel Headquarters at Hotel Pres- 
ident. Sessions and exhibit at Mu- 
nicipal Auditorium, Kansas City, 
Mo. J. Keith Melvin, 638-40 W. 39th 
St., Kansas City 11, Mo. 


West Virginia Hardware Assn. Con- 
vention, Feb. 18-20. Hotel Head- 
quarters, sessions and exhibit at 
Chancellor Hotel, Parkersburg. 
Leonard Holdren, 1711 Covert St., 
Parkersburg. 


Western States Hardware, House- 
wares, Paint & Garden Supply 
Show, Sponsored by California Re- 
tail Hardware Assn., Feb. 11-13. 
Hotel Headquarters and sessions at 
Del Webb’s Towne House. Exhibit 
at Brooks Exhibit Hall, Civic Cen- 
ter, San Francisco. Krueger B. 
Jacobsen, 122 Ninth St., San Fran- 
cisco. 


Wisco Hardware Co., Annual Mer- 
chandising School and Sales Show, 
Jan. 28-30, at company headquar- 
ters, 15 S. Brearly St., Madison, 
Wis. 


Wisconsin Retail Hardware Assn. 
Convention, Jan. 14-16. Hotel Head- 
quarters at Hotel Whiting. Sessions 
at Hardware Mutuals Auditorium. 
L. C. Wood, 200 Strongs Ave., 
Stevens Point. 


M. S. Young & Co., Fall Hardware 
and Pro Dealer Convention, Oct. 31 
to Nov. 1, at Frolics Ballroom, 1411 
Union Blvd., Allentown, Pa. 








MITH 


PRAYERS 








oe 


RITESIZE 


“The ladies’ choice.”’ 
Extremely light in 
weight. Easy to use. 
SMITH SPRAYERS 
and Dusters have 
been choice for 
Quality since 1888 
. » complete 
line of all 
types, styles 
and sizes... 
superior in 
workmane- 
ship, design 
and performe- 

ance, 


D.B. SMITH & CO. 


**Originators of Sprayers’’ 


426 Main St., Utica 2, N. Y. Send for 
Canadian Rep. G. L. Cohoon NEW 
1396 St. Catherine St., Catalog! 
Montreal 2, Canada 
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New Merchandising Ideas 
Looking for more profits, 
better salesmanship? Hun- 
dreds of dealers have used 
this Hardware Age reprint as 
a source of ideas for sales 
training meetings, etc. 


More Sports’ Sales, 25¢ ea. 


How you can increase profit in 
your sporting goods section is out- 
lined in this 32-page Sporting 
Goods Merchandising Guide. Po- 
tential is analyzed, ad ideas de- 
scribed, display improvements sug- 
gested, basic stocks are listed. 


order coples from 
Readers’ Service Dept. 


HARDWARE AGE 


Chestnut & 56th Sts., Phila. 39, Pa. 


Cash must accompany order 

















For the newest ‘‘Triplex’’ 
4'’2" SINGLE ACTING 
SPRING BUTT HINGE 








TYPE 32002-STEEL 
FLANGES 4'2" . . . FOR J 
DOORS 1%” THICK. 


Designed for stock METAL 
FRAMES and DOORS with 
x 4/2" 
- springless butt hinges. 


mortise for 4'/2" 


Delivers positive closing 
relate ME (ohidallals Mel 4ii*la Mabie 
out use of door closer. 


All Standard Finishes Available 


HALF-SURFACE TYPE HS$32002 
{not illustrated) features 41/2” 
mortise jamb flange—5'/2" surface 
door flange. 


SPRING HINGES san ak aa 
Chicago Spring Hinge Co. 


1500 CARROLL AVE., CHICAGO 7, ILL. 


“MAKERS OF QUALITY HARDWARE SINCE 1885" 
Want more facts? Circle 163, p. 57 


CHUTDI THE NATION'S FASTEST 
SELLING, MOST IMITATED (out never duplicated) 


QUALITY FIxX-IT LINE 
The nation's only ‘‘mother-in-law approved'’ fix-it line 


[THE WOODHILL CHEMICAL CORP. 








Order from 1390 East 34th St. 


Cleveland 14, Ohio 
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“for fine builders 


; since 1946 


‘We also handle the Former 
Chesier Line... Complete! 


Remember Zilz Is The House For 


RIM & MORTISE CYLINDERS 
SEVERAL KEYWAYS ALSO LOCKS 


ANY CYLINDERS TO 

A —=—=—= VOUR SPECIFICATIONS 
. PHONE ANdrew 5-4600 

= Excellent Service 

JZ Zil HARDWARE 

CORP. 


Write For Our Catalog 
Prompt Deliveries 

NESCONSET, LONG ISLAND ° NEW YORK 
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NEW TOOLS 


ARE YOU AWARE OF GREAT NECKS’ 
FASTEST SELLING TOOL LINE? 





BX-2 

BLACK BEAUTY 
SPORTSMAN 
AXE 


#25 ALL STEEL 
HACK SAW FRAME 





K-11-K 
HANDY 
UTILITY 
KUT-UP-KIT 


B-4C 

COPPER FINISH 
12” STEEL 
SQUARE 





CV-5 

5 PIECE 
CHROME 
VANADIUM 
SCREW 
DRIVER 

SET LK-25 


(unbreakable LINOLEUM KNIFE 
handles) 





K-11-M 
UTILITY 
KNIFE 


KUT-UP-KIT 
GC-101 


GLASS CUTTER 





RIPPING 
CHISEL 





SH-2 


GRASS SHEAR SP-2 


PRUNING SHEAR 





MW-5 
5 PIECE 
SABER 
SAW 
SET 
in plastic 
pouch 





GREAT NECK TOOLS ARE NATIONALLY ADVERTISED 


@), GRRIT Vit 


SAW MANUFACTURERS, INC. 
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Southern offers the most complete line of distinctive 
mailboxes with established consumer acceptance. Sturdy 
construction and newest, freshest designs are 
immediately obvious to buyers. Made of durable 
wrought iron. Finished in handsome black enamel. 
Set off by striking gold medallions. 
Your best buy is the Southern line... priced for 
profit and turnover, designed to please your customers 
and sell on sight. 
Write for catalog and prices today. 


bud 
Town & Country 
sensational new 
suburban-rural mailbox 


moN-1-ile? Gael; tweet ol, 1 > 


BRO - STEELEVILLE, IL 


Want more facts? Circle 167, p. 57 
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AM TRIPLE TEST 


PENN STATE SAWS 


PENNSYLVANIA 
SAW CORPORATION 


OFFICE - NEWARK, N.J. FACTORY - YORK, PENNA. 
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MUSTAD 








will improve the 
speed, ease and 
volume of your 
fish hooks sales! 


©. MUSTAD & SON 


Manufacturers 
Established 1832 
Oslo, Norway 


Sales Agents 
Ed. W. Simon Co., Inc., 320 Broadway, New York 7 
H. L. Bowlds & Son, 2345 W. 3rd St., Los Angeles 57 
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How's the Hardware Business? 





Census shows trends in cookstoves, 
heating and air conditioning units 


Here are some 1960 census fig- 
ures that may be helpful in mer- 
chandising and promoting cook- 
stoves, heating and air conditioning 
equipment. 

The figures show trends in fuels 
used by homeowners for cooking 
purposes, which indicate prefer- 
ences in equipment used by home- 
owners. 

Utility gas continued to be the 
most popular cooking fuel. It was 
used in 51 percent of all occupied 
housing units. This is about the 
same proportion as was deter- 
mined by the 1950 census. 

Electricity used as a cooking 
fuel, though still behind gas, dou- 
bled its volume in the past 10 
years. It now accounts for 30 per- 
cent of cooking fuels, compared to 
15 percent a decade ago. The rapid 
rise in electricity as a household 
cooking fuel has been at the ex- 
pense of other fuels such as wood, 
coal, kerosene and other liquid 
fuels. 

The use of bottled gas as a cook- 
ing fuel has also risen sharply, 63 
percent, over the past 10 years. 
Bottled gas now accounts for about 
13 percent of the market. 


Following is a breakdown of 
types of cooking fuels used in 
homes today, compared to their 
use in 1950. 


1960 1950 

Type of fuel (Percentage) 
Utility gas 51 
Electricity 15 
Bottled gas { 8 


Kerosene, liquids .... 7 


Air conditioning. About one- 
eighth of all occupied housing 
units had some form of air condi- 
tioning by 1960. There were al- 
most 6%4 million housing units 
having either room air condition- 
ing or a central system. 

Of this total, more than 1.5 mil- 


lion housing units had two or 
more room units, and central sys- 
tems provided air conditioning for 
nearly 1.1 million housing units. 

Fans which simply circulate air, 
and evaporative coolers are not 
classified as air conditioning. 

Heating facilities. Warm-air was 
the most popular method of heat- 
ing, increasing from 27 percent of 
occupied units in 1950 to 41 per- 
cent in 1960. 

Warm-air heating through ducts 
to various rooms was reported in 
30 percent of the housing units. 
Floor, wall or pipeless furnaces 
were reported in 11 percent, and 
steam or hot water heat in 23 per- 
cent of housing units by 1960. 

Other heating devices using a 
flue—such as circulating heaters, 
heating stoves, cookstoves used as 
heaters, radiant gas heaters with 
chimneys or flues, and fireplaces— 
decreased in use by 13 percent. 
This means of heating was used in 
36 percent of housing units in 1950 
and in 23 percent by 1960. 

Portable heaters and radiant 
gas heaters without flues ac- 
counted for 10 percent of heating 
facilities in 1960. Built-in electric 
heaters were found in about 1 per- 
cent of the units and another 1 
percent reported no heating equip- 
ment. 


Wages and salaries rise 
$500 million in August 


Personal income during August 
was up $500 million because of 
higher wages and salaries. Dept. 
of Commerce reports wages and 
salaries at an annual rate of $282.8 
billion, compared to $282.3 billion 
in July and $273.2 billion in Au- 
gust 1960. 

The rise was attributed prima- 
rily to gains in metal and machin- 
ery-producing industries, foods, 


chemicals, and in government pay- 
rolls. Factory payrolls in commod- 
ity producing industries turned 
down slightly, primarily due to lay- 
offs in auto plants. Lumber and 
apparel industries also dipped 
slightly. 

Overall, personal income was at 
an annual rate of $419.3 billion in 
August, compared to $421.2 billion 
the previous month, a decline of 
$2 billion. This drop was due to an 
unusually large expansion in July, 
caused by a $2.6 billion insurance 
dividend payment to veterans. Re- 
moving this factor, the regular 
flow shows a $750 million increase 
in August. 

Other areas of expansion in Au- 
gust included personal interest in- 
come, social security benefits and 
agricultural income. 


Wholesale hardware sales 
down 1.6 percent in July 


Hardware wholesalers’ sales dur- 
ing July were down 1.6 percent 
from a year ago, reports the Dept. 
of Commerce. Sales were $185 mil- 
lion, compared to $188 million dur- 
ing July 1960. 

Sales for the first seven months 
of 1961 were 2.8 percent less than 
sales during the same period a 
year ago. Sales total for seven 
months was $1,352 million, com- 
pared to $1,392 million a year ago. 


Overall wholesale trade sales in 
July were $10,992 million, com- 
pared to $10,737 million last July, 
an increase of 2.4 percent. 


Durable goods sales in July were 
1.6 percent higher than a year ago. 
Increases were noted in automotive 
equipment, electrical supplies, con- 
struction materials, home furnish- 
ings, plumbing and heating sup- 
plies, machinery, and iron and steel 
products. 


Nondurable goods sales were 
about 5 percent higher than July 
1960. 


Failures rise slightly 


Commercial and industrial busi- 
ness failures rose slightly to 292 in 
the week ended Sept. 14, compared 
to 275 in the previous holiday 
week. Failures during the compar- 
able week a year ago were 305. 
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in Professional 
WORKSHOPS 

you find Kerr 

PIN-UP HOOKS! 


in thousands 
of HOMES 
you find Kerr 
PIN-UP HOOKS! 


au mal 
Vee 


in profit conscious 
STORES 











you find Kerr 


PIN-UP HOOKS! 
(they’re Self-Locking) 

No wonder you find so many profes- 

sional workshops using PIN-UP’s... 

they do the job right! Pin-ups are the 

original self-locking hooks (Pat. No. 

2,872,145). Bi-level construction 


locks the hooks on two levels—they 
can never fall eut, twist or turn. 


Customers return again and again to 
buy more of these zinc-plated beau- 
ties. Stock up now—Pin-up’s sell! 


NEW! 3 Color 
Bubble and Card res ie 
Packaging tig 4 


DISPLAY 
(30"x67"x16”") 
with D-50 
ASSORTMENT 


From Leading Distributors Eve 


4 THE KERR WIRE 


rywhere 


PRODUCTS CO. 

933 North Cicero 

CHICAGO 51 
Want more facts? Circle 170, p. 57 
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Durable goods activity 
increases during August 


Durable goods manufacturers’ 
sales and new orders increased in 
nearly all categories during August, 
according to the Dept. of Com- 
merce. Motor vehicles was the only 
area reporting no gain, due to 
model changeover slack. 

August sales were $14.7 billion, 
an increase of 3 percent from last 
August and 1 percent higher than 
July sales. New orders totaled $15 
billion, a 6 percent rise compared to 
a. year ago, and 2 percent higher 
than July orders. 

Backlogs of unfilled orders in- 
creased by $300 million from July 
to August as new orders exceeded 
sales volume. However, the $44 bil- 
lion in unfilled orders was $600 mil- 
lion less than a year ago. 


Nonfarm housing starts 
down 5% during August 


Public and _ private housing 
starts totaled 126,300 units in 
August, down 5 percent from Au- 
gust 1960’s total of 133,000 units, 
according to the Dept. of Com- 
merce. The total was 1 percent 
higher than July starts, however, 
which totaled 125,500 units. 

Private housing starts in Au- 
gust were 123,200 units, compared 
to 122,300 in July. At an annual 
rate, private housing starts in Au- 
gust were at 1,291,000 units, down 
about 3 percent from a year ago. 


Manufacturers expand, 
move to new facilities 


Curtis Industries, Inc., Cleveland 
—has transferred its order-filling 
and shipping operations to its new 
plant on Curtis Blvd., Eastlake, 
Ohio. 

Magna American Corp., Cincin- 
nati—has leased more than 200,000 
sq ft of plant and office space from 
General Electric Co., at GE’s Evan- 
dale plant. 

Kastar, Inc., New York City— 
has recently completed moving its 
factory facilities from New York 
City to a new, modern plant at Bell- 
port, N. Y. 

Kennatrack Corp., Elkhart, Ind. 
—opened a branch plant at Whit- 
tier, Calif., to manufacture contract 
builders’ hardware. 


Promotions 
Manufacturers’ New 


Promotion Plans 


Rockwell fall promotion 
features 10 power tools 


Ten tools from Porter-Cable’s 
line of portable electric power tools 
are being featured in a fall Parade 
of Power promotion by Rockwell 
Mfg. Co., Pittsburgh. 

Promotion includes: a power 
block plane; economy-priced 4 in. 
drill; a 6% in. ball bearing power 
saw; finishing sander with 30-piece 
sandpaper assortment; 2'% in. belt 
sander; all-purpose router with 
scroll saw attachment; ball bearing 
7 in. power saw with 10-amp mo- 
tor; heavy-duty 7 in. power saw 
with 12 amp motor; electric hand 
saw with orbital blade action; and 
a merchandising program on an- 
other sander. 


In addition, special workshop kits 
are offered, including a power block 
plane kit, a 5-in-1 router workshop 
and an electric hand saw kit. 

Rockwell will intensify its con- 
sumer advertising program, and is 
offering dealers advertising allow- 
ances, complete ad mat service for 
local ads, and tabloid flyers. 


Testimonial to be used 
with Camp Chemical ads 


A testimonial endorsing sewage 
chemical products will be used in 
ads by Camp Chemical Co., Brook- 
lyn, N. Y. 

The endorsement is being made 
by Dr. Carlton Fredericks, a noted 
public health authority. 


The testimonial will be broadcast 
over 50 radio stations coast-to- 
coast. A picture of Dr. Fredericks 
and the endorsement will also be 
used on television, and in window 
signs, outdoor ads, newspaper and 
magazine ads and display stands. 


Oster offers idea books 
for holiday promotions 

John Oster Mfg. Co., Milwaukee, 
is repeating its Golden Circle of 
Holiday Ideas promotion this holi- 
day season. 

Holiday Ideas books, with special 





holiday recipes, gift and decorating 
projects for the entire family, will 
be supplied free of charge to par- 
ticipating dealers. Customers can 
then get the books from dealers in 
exchange for coupons clipped from 
local newspaper ads by Oster. 
Dealers will also receive promo- 
tional posters and window banners. 


Bennett-lreland offers 
Fireplace Week special 


Bennett-Ireland, Inc., Norwich, 
N. Y., is offering dealers a special 
on fireplace ensembles for National 
Fireplace Week, Nov. 5 through 11. 


Dealers are offered 13 ensembles 
for the price of 12 during October. 
Ensemble includes brass hooded 
Flexscreen with black mesh cur- 
tain, urn andirons, and matching 
tools in stand. 

The ensemble will be featured in 
the October issue of House Beauti- 
ful. Dealers are also offered mer- 
chandising tags, color folders with 
dealer imprint, ad mats and display 
stand. 


National committee plans 
poster for Mother’s Day 


Here’s the 1962 version of the 
Mother’s Day poster planned by the 
National Committee on the Obser- 
vance of Mother’s Day. 


The poster is printed in full 


MOTHERS DAY 


—— , 
SUM DQu 


May 13 
Remember Mother! She never forgets !! 
AUER 0 TE MATEO SONNET BE EE COUEIAAE GP OTHERS BOP OH RD POE RO OOO a s 
color, and uses the theme ‘“‘Remem- 
ber Mother. She never forgets.” 
Other sales aids will also be made 
available. Net proceeds from sale of 
posters and aids are donated to na- 
tional child welfare organizations. 





je melelem i tele) i2}- 
PER HOUR 


‘es 
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mtg 


+ Saeed a 
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CAR a ey M Z J ae oe : 4 KA yy 
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Purchase order follow up is simplified when you 
can scan at the rate of 


VOOO0 cade free Mowe. 


*‘Management by exception” is the desired method of fol- 
lowing-up purchase orders. 

ViSirecord’s speed and visibility, to thousands of records 
at finger-tip control, provides instant information on hun- 
dreds of variable factors. 

Improper situations show up at a glance — no matter how 
large the number of orders involved, and permit telephonic 
action in seconds. 

ViSIrecord provides split-second speed in management 
control, in minimum space requirements with normal seated 
desk level operation. 

ViSirecord is equally proficient on machine or hand posted 
operations — Accounts Receivable, Inventory or Maintenance 
Control — Edge punched card to tape or Order Writing and 
hundreds of other systems — anywhere records must be kept 
and used quickly and accurately. 

Your ViSirecord Systems Specialist is ready and able to 
provide proof of related accomplishments achieved by thou- 
sands of satisfied customers. 

Meanwhile write for Case Histories and list of satisfied 
companies in your industry. 


ViSlrecord, inc. 


375 PARK AVENUE, NEW YORK 22, N. Y. 


© 1961 ine. 


Systems Specialists in Principal Cities 
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Consumer Mailers 





New Wholesalers’ Aids for Dealers’ Use 


V & S dealers will use 
24-page fall circular 


Housewares dominate the 24- 
page mailer being distributed this 
fall by V & S dealers. The mailer 
was planned by Cotter & Co., deal- 
er-owned Chicago wholesaler. More 
than 1.5 million copies will be dis- 
tributed. 

The mailer is called Fall Shopper, 
and features many items in full 
color. It also includes several cou- 
pon specials, and has sections de- 
voted to bathroom accessories, in- 
fant and juvenile needs. Power 
tools and other seasonal items are 
also featured. 

Front page of the mailer spot- 
lights traffic building economy 


BKHORN PHOME PA 3.2286 


HEYER HARD 


roar (06 MAR ST WaiworTe wiic HOME BR 5.3255 


Some! prices ix eect Hi Mewember 16 1 @01 
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case LOT SAME | ; 

! Cae LOE Seer | catoncee SCATTER RUGS 
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ag oo mage aby nny 
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items, and also tells customers of a 
contest with a boy’s or girl’s bicycle 
for the prize. 

Dealers using the mailer in rural 
areas will also get a 4-page insert 
featuring farm needs, plumbing 
fixtures, some major appliances, 
auto accessories and sporting goods. 

Window banners, pennants, price 
cards, newspaper mats and radio 
copy will also be used to support 
the promotion. 


Liberty offers dealers 
give-away coloring books 


Liberty Distributors, Philadel- 
phia, is offering dealers a 16-page 
children’s coloring book to be used 
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during the holiday buying season. 

The book, called Fun-To-Color 
Book, has illustrations ranging 
from Western scenes to school and 
home views. Drawings vary from 
simple to elaborate. 

Books may be ordered in quanti- 
ties of 100. Dealers can get a sam- 
ple copy by writing on letterhead to 
R. C. Vereen, managing director, 
Liberty Distributors, Box 95, Phila- 
delphia 5, Pa. 


Oklahoma helps dealers 
promote fall broadside 


Oklahoma Hardware Co., whole- 
saler in Oklahoma City, Okla., is 
helping its Double-H dealers pro- 
mote a Double Discount Days sale 
mailer with radio and television 
spots and newspaper ads. 

Three 10-minute TV shows, plus 
radio spots 20 times a day six days 
a week are being used in key areas 
to highlight items in the broadside. 
Double-H dealers will also be listed 
in one of Oklahoma’s largest news- 
papers. 


oan + peace ~ sande * seenae> in teres iy eS ba ia a ie 
onan . — ee hee 7 . 


Double Savings at Double-H 
Ray-O-Vac a necnen Lb OE 
$1.99 Magnetic RAIN GAGE 
— FLASHLIGHT 


te 
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| Separate 
switch 


Complete with | 
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Dealers are being furnished with 
individual ad mats for local promo- 
tion. 

The mailer is in four pages, and 
features items for fall promotion. 
Items include painting and plumb- 
ing supplies, fix-up needs, electrical 
items and tools. Back page has 
three coupon specials. Front page 
features a traffic-building magnetic 
flashlight at a special sale price. 


Christmas mailer offered 
by Schelly and Kingsley 


C. Y. Schelly & Bro., wholesaler 
in Allentown, Pa., and L. J. Kings- 
ley Co., Binghamton, N. Y., whole- 
saler, are offering their dealers an 
8-page circular to be used for 
Christmas promotions. 

The mailer is printed in blue, red 
and black, and contains 72 items. 
Items include gift tool kits for the 


home craftsman, household items, 
sporting goods and Christmas dec- 
orations. A gift certificate for cus- 
tomers’ use is printed on the back 
cover. 

Dealers are also offered a 75- 
piece store trim kit to supplement 
the mailer. 


Hunting film available 


Ithaca gun dealers can get a 
hunting film for showing to club 
and business groups. The film is 
called Manitoba Trails, and shows 
hunting scenes in Canada. It’s 20 
minutes long, 16 mm, in color and 
sound. Only cost to dealers is re- 
turn postage. Ithaca Gun Co., 
Ithaca, N. Y. 





DEALERS ARE... 
“BUSIER THAN 


MONO CHAIN SAW 


Want more facts? 


MONO 
MANUFACTURING COMPANY 


. MAGAZINES— RADIO — POINT OF PURCHASE — 


BILLBOARDS — NEWSPAPERS — COLORFUL LITERATURE 


. prices... 


at i ee 
With a valuable franchise from... 


A valuable MONO 


540 E. Commercial, Springfield, Mo. 


The new MONO CHAIN 


SAW line is the hottest line of the 
year — with a great new saw in every 


price class! 
information — write 


For literature . . 


franchise may be available in your 
YOU GET IT ALL.. 


area! 
Mono Manufacturing Company. 


No wonder! 

There’s extra profit . . 
Mono Chain Saws! 
complete 





SCREW 
ANCHORS 


For 
MASO 
DRILLABLE 
© Vinyl Plastic » 


identified by color 


08 = est eSists 
2 x Siruct 
f Ctails. ible 


aN Distributed by 


DANISH IMPORT « sex 101, Birmingham, Mich. 
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DON'T MISS THE 


BUYING CHECK LIST 


ON PAGE 54 














Circle 172, p. 57 
introduces New THRIF-T *sracker 


—a Top Quality, PROMOTIONALLY PRICED BRACKET 


ESPECIALLY DESIGNED WITH 
THE HARDWARE WHOLESALER IN MIND—FOR 


Broadsides, Special Events Fs 


For light duty. Takes dressed or ene 
2x4s. Attractive, self-selling display pee 
agin —iINCOMPARABLE LOW PRIC will 
po ate impulse buying, give 

you a competitive edge in the 

multi - million home handyman 

market! 





DALTON Fully Mechanical 
SAWHORSE BRACKETS 


No nails, bolts or miter cutting of legs. A 
twist of the wingnut locks legs and rail 
firmly in place. Heavy duty. Sizes for Ix4s 


and 2x4s. 2x4 ~ beri 
carton. Price $3.89 


(Slightly 


New DALTON LAWN RAKES tg 
5 Popular Patterns—PRICED TO a 
BEAT ALL COMPETITION—Top © 
Quality, Sell-on-Sight Features ~ 
will Boost Volume and Profits ~ 
Model D1-22—22 spring steel tines, 19” span | @ 
Model D58-P—22 spring steel tines, 18” span 7] 
Model D2-18—18 spring steel tines, 19” span © 4 
Model D18—18 galv. steel tines, span "9 
Model D11—12 rigid galv. tines, 9” span 
For cultivating and work around shrubs 


Write for Literature 
Your Jobber Stocks or Can Order for You 


DALTON MFG. CO. 


30 S. Central Ave., St. Louis 5, Mo. 
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News About Dealers: Clausen & Sink Changes Jo™ey Supply Staff 





Name; Jacobson Brothers Expand, Modernize 


Clinton, Iowa—Clausen & 
Sink Hdwe. Co., in business 
here for 71 years, has 
changed its name to Clausen 
Hardware Co. T. J. Kendrick 
is the store manager. 


Silver Bay, Minn. — Roy 
and Norman Jacobson are 
doing a number of things to 
widen volume in their newly 
expanded Jacobson Hard- 
ware. They have doubled 
floor space to 4000 sq ft in 
-the three year old store. Roy 
Jacobson is a professional in- 
structor in skin diving, and 


this is paying off in sales of 
equipment. This dealer also 
flies his own plane, and has 
used it to drop promotional 
circulars over the nearby 
countryside. The brothers 
also plan to add a boat yard 
next to the store as a traffic 
lure. 


Ebensburg, Pa.—Schettig’s 
Hardware & Furniture has 
purchased the entire stock 
of Seward American Hard- 
ware & Appliance Co., Sew- 
ard, Pa. Schettig’s plans 
integration of the two firms. 





JOSEPH H. SCHMIDT, JR. 


Black & Decker Promotes 
Joseph H. Schmidt, Jr. 


Joseph H. Schmidt, Jr., has 
been named general sales 
manager of the consumer 
products division, Black and 
Decker Mfg. Co., Towson, 
Md. 

Mr. Schmidt has been with 
Black and Decker since 1936. 
He became director of mar- 
keting services, following a 
series of promotions in the 
company’s sales organization. 


40 and Under Club To 
Hear U. S. Economist 


The 40 and Under Club of 
the American Hardware 
Manufacturers Association 
will hold its next meeting 
on Monday, Oct. 23 at 8:30 


A.M. in the Claridge Hotel, 
Atlantic City. This breakfast 
meeting will be addressed by 
Aaron M. Rosenthal, chief of 
the Furniture, Housewares 
and Sporting Goods Branch, 
Consumer Durables Division, 
U. S. Department of Com- 
merce. 

Mr. Rosenthal has been an 
advertising agency owner, 
hardware chain store sales 
promotion manager and sales 
promotion manager for 
Washington, D. C., Sears- 
Roebuck stores. 





R. J. Treadaway, new presi- 
dent of Stratton-Baldwin 
Co., Inc.. New Orleans, 
La. (See HA Sept. 21, 
p. 368). 
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In Shop Schooling 


The entire staff of Janney 
Industrial Supply Co. is 
going back to school—to ma- 
chine shop schooling. 

The industrial supplier of 
Minneapolis is sponsoring a 
course in machine shop prac- 
tice for its entire staff of 
salesmen, buyers and execu- 
tives. The course has been 
developed by the Minneapo- 
lis Vocational School author- 


the Janney personnel. 

Purpose of the project, 
according to L. V. Nyquist, 
vice-president and general] 
manager, is to give the staff 
a better insight into the 
problems of its customers 
and experience in the practi- 
cal use of the products the 
firm sells. This, he feels, will 
lead to better selling activi- 
ties. 

Entire cost of the project 
is being underwritten by 
Janney. 





Thermos Co. Realigns 
Sales Organization 


American Thermos Prod- 
ucts Co., Norwich, Conn., 
subsidiary of King - Seeley 
Thermos Co., has realigned 
its sales organization to 
handle its new outdoor camp 
stove, camp lantern and tent 
line, and expansion of other 
lines. 


D. C. ECCLESTON 


C. A. GLAZA 


G. J. Kennedy has been 
promoted from assistant sales 
manager to field sales man- 
ager. 

C. A. Glaza, special sales 
representative has been trans- 
ferred from Macomb, II1., 
to Norwich, Conn., and has 
been promoted to product 
manager for jugs, chests, 
lanterns, stoves and tents. 

D. C. Eccleston, division 
supervisor in Detroit, has 
been transferred to Norwich 
as product manager for 
vacuum ware and miscel- 
laneous products. 

F. A. Caskey, sales man- 
ager, has resigned. 

Five district managers 
have been appointed. They 
are: Earl C. Baker, New 
York; O. S. Maxwell, At- 
lanta; Robert C. Slyder, 
Chicago; Thomas S. Hemp, 
Dallas; Miner P. Wetmore, 
Jr., Los Angles. 


G. J. KENNEDY 
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Warner Makes Changes 
In Retail Management 


Ray Ohlson, former vice- 
president of retail sales, 
Warner Hardware Co., Min- 
neapolis, has been appointed 
vice-president of the retail 
division. 

John Mork, former sports 
marketing manager, will su- 
pervise seven of the Warner 
stores in the Minneapolis 
area. William Solvang will 
be supervisor for three of 
Warner’s stores in the St. 
Paul area. 

Herb Logelin, former sales 
manager of Warner’s whole- 


sale tool department, will now 
be marketing manager for 
tools and sporting goods. 


American Is Operating 
From New Warehouse 


American Hardware Sup- 
ply Co. is operating from its 
new warehouse in Butler 
(HA, Feb. 9, p. 229). 

The move from the Pitts- 
burgh warehouse started in 
early September, and by late 
this month the Butler ware- 
house is expected to be in full 
operation. 

The new address is Box 
147, Butler, Pa., and the tele- 
phone is Butler 76-774. 





Harper Is Second Time Winner at Hardware 
Golf Tourney; Samuelson Is New President 


RAYMOND B. JONES 


History repeated itself at 
the 35th annual tournament 
of the Hardware Golf Assn. 
at Colorado Springs Sept. 14 
to 16. 

Russell W. Harper, Harper 


WILLIAM M. WYETH, Ill 


W. J. SHAW 


& McIntire Co., Ottumwa, 
lowa, wholesaler,, won the 
championship flight. He won 
the same championship 19 
years ago. 

(Continued on page 115) 


Cotter Co. and Hardware Sales Will Merge; 
Dealer-Owned Firm Will Serve 676 Stores 


Cotter & Co., Chicago, and 
Hardware Sales, Inc., Zanes- 
ville, Ohio, both dealer-owned 
wholesalers, have announced 
plans to merge. 

Formal action on _ the 
merger will be taken Oct. 11 
at a stockholders’ meeting in 
Columbus. 

The merged firms will op- 
erate as Cotter & Co. and 
will serve a total of 676 
member stores. 

The Zanesville warehouse 
will continue as a branch of 
Cotter, with R. E. King serv- 
ing as manager. Mr. King 
was general manager of 
Hardware Sales, Inc., prior 
to the merger. 

As a result of the merger, 
the inventory at Zanesville 
will be substantially in- 


creased and broadened, ac- 
cording to John Cotter, pres- 
ident and general manager of 
Cotter & Co. 

Buying headquarters for 
the merged companies will 
be in Chicago. Zanesville will 
handle its own re-buying. 

The Zanesville operation 
had been serving about 105 
stores, while Cotter has 571 
store members. 

This is the second merger 
of dealer-owned wholesalers 
to take place this year. 

Earlier this year, Western 
Hardware Co., Phoenix, 
Ariz., and Southwest Hard- 
ware Co., California, merged 
into Great Western Hard- 
ware Co. (See HA, Aug. 10, 
p. 98.) 





F. C. Smith Is Elected 
President of Huffman 


Frederick C. Smith has 
been elected president of the 
Huffman Mfg. Co., Dayton, 
Ohio. 

The move was made as 
part of the firm’s expansion 
program. Horace M. Huff- 
man, Jr., former president, 
has become board chairman. 
L. L. Warriner, former chair- 
man, is now chairman of the 
executive committee. 


FREDERICK C. SMITH 


JACK J. CULBERG 


Ekco Elects Culberg 
Senior Vice-President 


Jack J. Culberg has been 
elected a senior vice-presi- 
dent, Ekco Products Co., 
Chicago. He is responsible 
for over-all marketing of the 
company’s housewares divi- 
sion. 

Mr. Culberg joined Ekco 
in 1947. He was elected a 
vice-president in 1954, and a 
director in 1958. 
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SATURN 3” FLOOR 
SAVER—Rubber tread for 
tile, wood floors. 


PLANET 2%” CARPET 
SAVER — Metal tread for 
heavy furniture. 


NEW SATELLITE 2°— 
For tables, stands, light 
furniture. 


NEW METEOR 2{%"— 
DuPONT Delirin® construc- 
tion. Set, $3.95. 


shepherd 
supercasters 


give you faster turnover, bigger profit! 


You'll make quick “‘impulse” sales and extra profits 
with this sparkling line! First—it attracts customers 
with superb quality and design. 

In addition, you'll find our new Dealer's Promotion 
Kit packed with sales-getting helps—newspaper ad 
mats, store banners, etc. A new, action counter dis- 
play teases customers to demonstrate to themselves. 
Best of all, finishes, fastenings and models are kept 
to a minimum. There are no “‘slow-movers'’—so your 
inventory needs are sma//—your turnover high! 


© Promotion Kit Helps You Sell. 


_ @Counter Display is Self-Demonstrator. 
@ National Ads Bring Customers to You. 


Ask your wholesaler now—or write for details of 
Shepherd's new profit-boosting Promotion Kit. 


Shepherd 


/ t/ 
THE ORIGINAL SPHERICAL CASTER 


ry, 


Y 
j 


in Canada: Shepherd Casters Canada, Ltd., 23 Railside Road, Don Mills, Ontario 
Want more facts? Circle 175, p. 57 
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pocasters /NC. 


P.O. BOX 672, BENTON HARBOR, MICH. 





RICHARD T. WILLIAMS 


Dow Names Williams 


| Department Manager 


Richard T. Williams has 
been named manager of the 
new Lawn and Garden Prod- 
ucts Dept., Dow Chemical 
Co., Midland, Mich. 

Mr. Williams was assist- 
ant merchandising manager 


| of Dow’s Agricultural Chem- 
_ ical Sales Dept. 


CLAUDE B. McMILLAN 


| C. B. McMillan Named 
To Atkins Saw Post 


Claude B. McMillan has 


| been named marketing and 
| advertising manager for the 
| Atkins Saw Div. of Borg- 
| Warner 
| Miss. 


Corp., Greenville, 
Mr. McMillan will 
handle all marketing, adver- 


_tising and sales promotion 


of Atkins’ line of wood and 
metal - cutting saws, saw 
chain and hardware items. 


Franchise Plan For 
_ Marine Line Stores 


Johnson Hardware Inc., 
Sioux Falls, S. D., has formed 


an advisory-consultant-man- 


agement firm to provide a 
franchise plan on a national 
scale for individual marine 
stores and marinas. 

New divisions will operate 


'as Holiday Marine Stores 


and Holiday Marinas. 


News of the Trade 


Shelby Spring Hinge 
Elects Edward Maddern 


Edward Maddern has been 
elected president, Shelby 
Spring Hinge Co., Shelby, 
Ohio. 

Mr. Maddern joined the 
company in 1959 as general 
sales manager. He was ap- 
pointed general manager in 
1960. Prior to 1959, he was 
promotion manager of the 
Canadian Retail Hardware 
Assn. 


L. C. Booth Elected 
At American Hardware 


L. Curtis Booth has been 
elected vice-president of for- 
eign operations, American 
Hardware Corp., New Brit- 
ain, Conn. 

Mr. Booth was director of 
foreign operations, and sales 
vice-president of the com- 
pany’s P.&F. Corbin Div. 


Colorado Fuel and Iron 
Elects Hanes, Hartmann 


Colorado Fuel and _ Iron 
Corp., Denver, has _ elected 
R. L. Hanes vice-president 
in charge of sales, Western 
Division. It also has elected 
E. George Hartmann vice- 
president in charge of sales, 
Wickwire Spencer Steel and 
John A. Roebling’s Sons Di- 
visions. 


Mirro Aluminum Co. 
Promotes Prescott 


F. C. Prescott has been 
promoted to assistant general 
sales manager, Mirro Alum- 
inum Co., Manitowoc, Wis. 

Mr. Prescott has been with 
Mirro since 1950 and spent 
most of his time as sales 
representative. He was named 
assistant to the general sales 
manager in November, 1960. 


McKesson & Robbins 
Acquires Skaggs-Stone 


McKesson & Robbins, Inc., 
has acquired the outstanding 
stock of Skaggs-Stone, Inc., 
Oakland, Calif., in exchange 
for McKesson & Robbins 
stock. 

“This move is a further 
diversification of our busi- 
ness,” says H. C. Nolen, 
McKesson president. “There 
will be no change in present 
operations of Skaggs-Stone.”’ 











- News of the Trade— : 


Oklahoma Hardware Cites “Buying Market”’ 


ie t 2 


Oklahoma Hardware’s 7th 
annual Fall Market event 
was attended by more than 
1100 dealers and sales per- 
sonnel recently at Oklahoma 
City. And “they were stock- 
ing up, anticipating brisk 
Fall sales,” says Gene Smith, 
Jr., sales director. This 
“buying market” is typified 
by (see photograph) Luther 
Minter (left), Minter’s Mer- 
cantile, Amarillo, Texas. Mr. 


: 


~ 


Minter stocked up on guns 
with the aid of Crossman 
Arms Co. salesman Jack 
Coley (second from left), 
Gerald Hogan, Oklahoma 
Hardware salesman, and Lyle 
Wheeler, sporting goods buy- 
er for the wholesaler. A 
“Lucky Dealer” grand prize 
went to McCreery Hardware, 
Sand Springs, Okla. More 
than 100 manufacturers ex- 
hibited at the event. 





CALVIN L. KAISER 


New York State Assn. 
Names Kaiser Secretary 


Calvin L. Kaiser has been 
appointed field secretary for 
the New York City area by 
the New York State Retail 
Hardware Assn. in a move to 
expand its member services. 

Mr. Kaiser has been a 
partner in two retail hard- 


Power Tool Div., 
Mfg. Co., Pitts- 


manager, 
Rockwell 
burgh. 
Mr. Parker joined Rock- 
well’s Porter-Cable subsidi- 
ary in 1954 as sales repre- 
sentative. He was promoted 
to his most recent position, 
assistant to the marketing 
vice-president, in 1959. 


JOHN H. PARKER 


ware firms, and is president R, W. Grabill Elected 


of the Philadelphia Retail 
Hardware Assn. 


J. H. Parker Named to 
Rockwell Sales Post 


John H. Parker has been Calif. 


named sales 


Ferry-Morse President 


Rex W. Grabill has suc- 
ceeded James Pottinger as 
president of Ferry - Morse 
Seed Co., Mountain View, 
Mr. Grabill joined 


development Ferry-Morse in 1948. 


Want more facts? Circle 176, p. 57 > 








CASH IN ON THIS 


MONEY MAKER! 


National’s Stop-Air Door Bottom 


Increase your profits with National’s automatic door bottom 
that eliminates drafts, loss of heat, and reduces dust and noise. 
It’s easy to install and budget-priced. Stop-Air automatically 
raises when the door opens, drops snugly to the floor when 
the door closes. 

A working demonstration model is yours free with your 


first order. 
Mail this today! 


Al 


NATIONAL METAL 
PRODUCTS COMPANY 


SS 


REESE METAL WEATHER STRIP CO. 


Subsidiary of National Metal Products Co. 
712 Park Ave., Minneapolis 15, Minn. 


[] Send me details about National’s Stop-Air Automatic 
Door Bottom. 


(J Send me information about an initial order and my free 
— model of National’s Stop-Air Automatic Door 
ottom. 


} | RE ae 


Address 





City 











Missing this 
profitable market 


* 
FROST-PROOF 
WALL HYDRANTS 





Mansfield Frost-Proof Wall Hydrants are 
easy to install in any home or building .. . 
eliminate need for draining outside valves and 
lines in winter. Heavy red brass and copper 
construction. Attractive nickel plated body, 
oval no-slip handle, threaded valve retainer 
that stops chatter,-many other outstanding 
sales features. 


Mansfield quality brass 


meets every plumbing need... 
Build your plumbing depart- 

ment around Mansfield brass 

—ballcocks, flush valves, tank 

levers, liquid level control 

valves, closet spuds, flanges, 

hydrants, relief valves. Backed 

by industry’s most aggressive 

promotional program. 


Mansfield 07 
Balicock ... 

silent, 
trouble-free, 
plumbers’ favorite. 
America’s finest. 


Mansfield 503 
Automatic T-P 
Relief Valve 
meets latest 
F.H.A. 
requirements, 


Write for bulletin LL-9479. 


Perrysville, Ohio 








———News of the Trade——— 


Baltimore Wholesaler 
Builds New Warehouse 


A new warehouse is being 


built by John Duer & Sons, 
| Inc., Baltimore wholesaler. 


Site of the present ware- 
house on S. Charles St. is 
being taken over for an ur- 
ban renewal plan. 


The new warehouse is ex- 
pected to be completed by 
early January. It will be in 
the 4600 block of Falls Rd., 
near the Jones Falls Ex- 
pressway. 


The new warehouse, T. M. 
Duer, Jr., president, an- 
nounced, will be about 100 x 
175 ft, of modern appear- 
ance, completely fireproof, 
steel framing and reinforced 
concrete walls and floor, with 


tomer area will have plenty 
of glass and aluminum and 
bright colors. 

The new warehouse will 
have a conveyor system, and 
an intercom system to speed 
handling of merchandise to 
storage and to fill orders. 


London Hardware Names 
J. R. Schwartz Manager 


Joseph R. Schwartz has 
been named general manager 
of London Hardware Inc., 
Tampa, Fla., wholesaler. He 
was vice-president and sales 
manager, Farrey’s Wholesale 
Hardware Co., Miami. 

The firm is considering a 
new building site, both as 
part of a plan to expand 
dealer service and coverage, 
and to make way for a new 


MANSFIELD SANITARY, INC. 











Waat more facts? Circle 177, p. 57 
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a gypsum roof. The cus- post office building. 
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brief reports of 


MANUFACTURERS SALESMEN 


@ Seth Thomas Div., General Time Corp., Thomaston, 
Conn.—Two district managers have been named. Norman 
Siegelwaks to Queens and suburban New York, and Robert 
L. Sargoy to Manhattan and upper New York. 


@ American-Lincoln Corp., Toledo — J. Wallace Anderson 
will represent American Floor Machine, American Power 
Tool, and Lincoln Floor Machinery as branch manager in 
Pittsburgh. 


@ All-Luminum Products, Inc., Philadelphia—Ken Geisler 
to cover Florida. 


@ Root-Lowell Corp., Chicago — Phil L. Ayers to cover 
Michigan, Illinois, Ohio, Indiana and Kentucky. 


@ Carborundum Co., Niagara Falls, N. Y.— Kenneth R. 
Smith has been named Buffalo-Pittsburgh district manager; 
James H. Jones, Philadelphia district manager; and Lenard 
C. Murphy, Cleveland-Detroit district manager. 


@ E. R. Wagner Mfg. Co., Milwaukee—Harry W. Olsen to 
Alaska, newly opened territory in Wagner’s expansion 
program. 


@ Mirro Aluminum Co., Manitowoc, Wis.—Warren J. Hag- 
anes, formerly of the retail sales department, to cover 
Virginia, Delaware and Maryland, succeeding Richard J. 
Dufano who has been transferred to the Georgia territory. 


@ Gale Products Div., Outboard Motor Products, Galesburg, 
Ill.—G. R. Ambroze to cover Kansas, Missouri and southern 
Illinois. 


@ Medalist Hardware Div., National Lock Co., Rockford, 
Ill.—Robert Baker to work out of the Cleveland warehouse 
to cover western New York state territory. 


@ Bissell, Inc., Grand Rapids, Mich.—Marsh McDaniel to 
eastern sales manager, to succeed Rex Burgdorfer recently 
appointed sales manager of the company’s housewares di- 
vision. 





- News of the Trade——\—————_ 








news in brief of 
MANUFACTURERS’ AGENTS 


@ Albert F. Crawford Agency, Syracuse, N. Y.—Albert 
F. Crawford, a tool salesman for 25 years in New York 
state, has opened his own agency. He will cover New York 
state and western Pennsylvania selling tools and allied 
lines to the hardware trade. 


@ Ben Pearson, Inc., Pine Bluff, Ark.—Eleven western 
states to Stan Phillips & Associates, San Mateo, Calif. 


@ Simonsen Industries, Inc., Chicago, Ill—Alaska to A & P 
Sales Co., Anchorage, Alaska; North Carolina, South Caro- 
lina, Virginia, West Virginia and Tennessee with the 
exception of Memphis to Marty Meehan Co., Richmond, Va.; 
Hawaii for tool box line to Arthurs Hawaii, Ltd., Honolulu, 
Hawaii; Illinois and Indiana, to Harold M. Blum & Co., 
Chicago for tool box line; Texas, Oklahoma, Arkansas and 
Louisiana to Bradley Wayne & Associates, Dallas; Canada 
for tool boxes to A. Conway Beacham Ltd., Toronto, Canada. 


@ Seymour of Sycamore, Inc., Sycamore, I[ll.—lowa, Ne- 
braska, Kansas and Missouri to Fred Overton Sales Organi- 
zation, Des Moines, lowa. 


@ Master Metal Products, Inc., Buffalo—George McDuffie 
Co., Atlanta, Ga., has been appointed exclusive representa- 
tive in North Carolina, South Carolina, Georgia, Florida, 
Eastern Tennessee and Atlanta. 


@ Ballonoff Metal Products Co., Cleveland — Western 
Pennsylvania and West Virginia to Ellis Gusky Associates, 
Pittsburgh; Southern Ohio and Covington, Ky., to Narens 
Sales Co., Oak Park, Mich. Stuart Miller will cover the 
territory for Narens. 


@ Marlin Firearms Co., New Haven, Conn.—Alabama, 
Florida, Georgia, Kentucky, Mississippi, North Carolina, 
South Carolina, Tennessee, Virginia, and West Virginia 
to the Frank Carter Co., Atlanta. 





Harper Is Second Time 
In Golf Tourney 


qualifying round was Mr. 


Harper. 


(Continued from page 111) 


William M. Wyeth, III, 
Wyeth Co., St. Joseph, Mo., 
wholesaler, presided over the 
sessions. He is the first son 
of a former president to hold 
the office. His father, John 
Wyeth, Sr., was president in 
1929. 

The second hole-in-one in 
the history of the tournament 
was made by W. A. McCul- 
lough, Jr., W. O. Barnes, Co., 
Detroit. Mr. McCullough re- 
ceived a special award for 
his work with the nine iron 
on the 135-yd eighth hole. 

The new officers are: 

R. J. Samuelson, Greenlee 
Tool Co., Rockford, Ill., pres- 
ident. 

Raymond B. Jones, Blish- 
Mize & Silliman, Atchison, 
Kansas, vice-president. 

W. J. Shaw, Prairie Vil- 
lage, Kansas, re-elected sec- 
retary-treasurer. 

Medalist, low net score for 


Winner and runner up for 
the various flights were: 

Championship, Russell W. 
Harper and Alfred Low. 

Richard A. Sundvahl flight, 
W. L. Cormany and O. H. 
Tyberg. 

Class A, John Anzink and 
William G. Eikenbary. 

Class B, Frank Turner 
and Jack Hill. 

Class C, F. Bliss Winn and 
William E. Henkle. 

Class D, W. F. Symonds 
and M. H. Campbell. 

Class E, Charles Jones and 
Jack Stites. 

Class F, Stuart M. Jones 
and Carl Johnson. 

Class G, Jack Husbands 
and James G. Gale. 

Class H, J. S. Dight and 
James N. Rhoades. 

Class I, Dan Schmelzinger 
and H. S. Yenne. 

The tournament was at the 
Broadmoor Hotel, with 222 
of the 300 members present. 





high flying profits 
all year round 
with PRO-TEX 


METAL and ASBESTOS 
STOVE / COUNTER | MATS 


Used in more kitchens than 
all other kinds of mats combined! 











VOLUME SALES — FAST TURNOVER 
VARIETY OF STYLES AND COLORS 
FULL RANGE OF SIZES 

EVERY PRICE CATEGORY 

ACCESSORY ITEMS FOR EXTRA SALES 
FINEST QUALITY CONSTRUCTION 
MERCHANDISING AIDS 


Easy Cleaning METAL TOPS « Soft ASBESTOS BACKS 


PROTECTS ALL SURFACES AGAINST 
HEAT, SCRATCHES AND MARRING 


on STOVES on COUNTERS on TABLES 


Contact your jobber or 
Write Dept. B2 for full line catalog. 


METAL PRODUCTS CO. 


2490 LEE BOULEVARD «+ P.O. Box 3573 + CLEVELAND 18, OHIO 
Want more facts? Circle 178, p. 57 
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News of 


Requests For National Housewares Show 


Space Indicate Healthy Sales Year Ahead 


If 1962’s outlook can be 
predicated on the January 
National Housewares’ Ex- 
hibit, one word is sufficient: 
Rosy. 

“Requests for more exhibit 
booths at Chicago’s McCor- 
mick Place than for any 
show in the 24-year history 
of the National Housewares 
Mfrs. Assn. indicate that the 
industry is preparing for in- 
tensive nationwide selling in 
1962,” says Dolph Zapfel, 
NHMA secretary. 

More than 900 exhibitors 
will show their wares, Jan. 
15-19. : 

“Only the space limits of 
the two vast floors of the 
hall will keep our next ex- 
hibit from being bigger in 
physical layout than this 
year’s January and July 
shows,” Mr. Zapfel says. 

Besides huge gains in ex- 
hibitors and attendance, the 
complexion of the exhibit 
has changed. According to 
Mr. Zapfel, department 
stores and hardware and 
housewares stores’ buyers 


still dominate the show. But 
food and drug stores are 
showing markedly increasing 
importance. 

NHMA registrations show 
an increase of 500 percent 
in attendance by food store 
buyers, and a 600 percent in- 
crease in the drug field in one 
decade. Total buyer attend- 
ance in 10 years is up about 
78 percent. 

“We easily could use an- 
other 500 booths for the 
January show,” Mr. Zapfel 
says. Present indications are 
that last January’s record 
first day throng of 33,000, 
and daily average of 22,000 
buyers, will be smashed. 

Show hours have been 
lengthened to a daily sched- 
ule of 8:30 a.m. until 5:30 
p.m., excepting the last day, 
to permit buyers better cov- 
erage of the huge hall. Free 
bus service will again be of- 
fered. 

The annual Winter Show 
Dinner is set for Jan. 17 at 
the Palmer House. 





Schoner Heads Sales of 
Brookpark Dinnerware 


Stanley R. Schoner has 
been appointed general sales 
manager of the Brookpark 
Dinnerware Division of 
Brookpark, Inc., Cleveland, 
to succeed J. Robert Demmel. 
He had been field sales di- 
rector for Brookpark since 
1959. 

Ted Williams, former key 


accounts manager, has been 
named field sales director. 


Philadelphia Assn. Meets 


The Retail Hardware Assn. 
of Philadelphia held its first 
business meeting of the new 
year on Sept. 26. Principal 
speaker was Robert Vereen, 
managing director, Liberty 
Distributors. Mr. Vereen 
spoke on discounting trends. 





Optimism Felt At Harper & McIntire Show 


Some 1100 dealers and sup- 
pliers attended the 7th an- 
nual Merchandise Fair at 
Harper & MclIntire Co. 
booths at the Roosevelt Ho- 
tel, Cedar Rapids, Iowa. 
“Dealers were optimistic 
about prospects for Fall and 
Christmas selling, and pur- 
chased freely of the lines 
shown,” says management of 
this wholesaler. Typical of 
active buying are these cus- 
tomers of Black & Decker’s 
Ralph Janelli (left) and 
Wendell Craig. Some 60 such 
booths were kept busy dur- 
ing the several days of the 
recent event. 


as ed 
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Joint Sales Meeting For 
New England Wholesaler 


Decatur Hopkins Bigelow 
Dowse Co., Boston and Need- 
ham, Mass., held its first com- 
bined sales meeting in mid- 
September at the Needham 
warehouse. 

Sales groups representing 
the former Decatur & Hop- 
kins and Bigelow & Dowse 
companies were briefed on 
plans for conversion of the 
two businesses. Decatur & 
Hopkins bought the latter 
company on Aug. 1 (See HA, 


Aug. 10, p. 96). 

The salesmen took a com- 
plete tour of facilities. 

One day later the company 
was host to 1500 dealers and 
their personnel at a show 
covering the Fall market, 
also at the Needham branch. 
The show marked the 25th 
anniversary of the company. 

“Buying was brisk and in 
liberal amounts, indicating 
the favorable feeling of the 
consolidation of the two com- 
panies,” says G. W. Farr, 
vice-president. 
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ARIES 





LESTER DODSON 


Lester Dodson 


Lester Dodson, 54, head of 
the buying department, 
House-Hasson Hardware Co., 
wholesaler at Knoxville, 
Tenn., died suddenly, Aug. 
19. Mr. Dodson was stricken 
with a heart attack while 
playing golf at Knoxville. 
His business life was spent 
entirely in hardware. He 
had joined House-Hasson in 
1952. 


Richard E. Kremp 


Richard E. Kremp, 72, for- 
mer president of Vonnegut 
Hardware Co., wholesaler at 
Indianapolis, Ind., died sud- 
denly at his Indianapolis 
home of a heart seizure, 
Sept. 15. Mr. Kremp retired 
last February after serving 
Vonnegut for 54 years. He 
had been president for some 
20 years. 


Carter Hough Jr. 


Carter Hough, Jr., owner 
and founder of Carter Hough, 
Jr. & Associates, Jackson- 
ville, Fla., died Aug. 24 at 


his home in that city. He 
had been active in the hard- 
ware field for 47 years. 


Robert L. Rockholz 


Robert L. Rockholz, 78, re- 
tired hardware and sporting 
goods sales manager of L. H. 
Kurtz Co., wholesaler in Des 
Moines, Iowa, died recently. 
Mr. Rockholz began his hard- 
ware career with Brown- 
Camp Hardware Co. in 1914. 
He became vice-president in 
1933 and was a director un- 
til the firm was sold to Hib- 
bard, Spencer, Bartlett in 
1954. He was a past presi- 
dent of the National Hard- 
ware Golf Assn. 


Dr. Albert J. Becker 


Dr. Albert J. Becker, 
board chairman of Ohio Val- 
ley Hardware Co., Evans- 
ville, Ind., wholesaler, died. 
He was president of Na- 
tional Association of Sheet 
Metal Distributors 1940- 
1942. Two sons are officers 
of Ohio Valley Hardware. 
Roger K. Becker is president. 
Richard F. Becker is vice- 
president. 


Edward Aufdemkampe 


Edward Aufdemkampe, 79, 
died Sept. 10 at his home in 
Cincinnati. He was president 
of Aufdemkampe Hardware 
Co., of the same city. 


Clarence W. Swanson 


Clarence W. Swanson, di- 
rector of purchasing for 
Great Western Hardware, 
wholesaler in Santa Fe 
Springs, Calif., died recentlv. 





A report in pictures 
of events in the trade 


This buying scene represents the record 
(1300) turnout of dealers for the recent 
eighth annual Fall Merchandising Market, 
Beck & Gregg Hardware Co., Atlanta 
(Ga.) Biltmore Hotel. Some 150 manufac- 
turers showed their wares for the 3!/, day 
event. Dealers bought “optimistically, with 
the general feeling that the business reces- 
sion was over, and that it is time for us 
all to go back to work,” said Wm. Parker, 
Jr., vice-president and sales manager. 


"In orbit" was the theme for the recent 2!/, day dealer show held 
at the Louisville, Ky., warehouse of Stratton & Terstegge Co. This 
was the company's first dealer show, and termed a success, with 
dealers from nine states attending. Hourly prizes were awarded, 
leading up to this grand award of a Volkswagen car. Presenting 
the car to winners Mr. and Mrs. Thomas, Thomas Hardware, Lex- 
ington, Ky., are James Meagher (second from right) President, 
Stratton & Terstegge and A. J. Carson, vice-president, sales. 


NATIONAL SALES CONFERENC 
HAY 34 ~ ABGOST 2 
1964 


Good news was the keynote of the recent three-day national sales meeting of Gardex, Inc., at Michigan City, Ind. A sales increase in 
the past year was announced to the 32 salesmen attending. A feature of the meeting was sales clinic conducted by Dr. O. Herbert 
True, consultant. New product showings were highlighted by winter tools for snow removal. 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representotives Wented, etc. 
Set solid, 50 words or less 
tach cdditional word.. 
Positions Wanted 


Rea: wage set solid, 50 words “ 


less 


.& 
Allow Seven Words fer Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5°, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportanities Dept. 
Chestnut 8 5éth Sts., Philadeighia 39, Pe. 


NOTE: Samples of merchandise, literature 
catalogs, etc., will not be forwarded to box 
number adertisers, unless accompanied by 
sufficient postage for remailing. 


No egency commission allowed. 


HARDWARE AGE 
Thursday. Classified forms 
prior to publication date. 


is published every other 
close 3 weeks 


Remittonce must accompany order in form 
of check or money order, oayable to HARD. 
WARE AGE—Classified Section, not currency 
or stamps 








REPRESENTATIVES WANTED 


REPRESENTATIVES WANTED 


REPRESENTATIVES WANTED 





SALESMEN 


Various territories available with “‘One of America’s 
Largest agg ef hardware—housefurnishings 
90,000 items ooots. ete. Full-lines with ever 
30, items. “Must be experienced and have a car. 
Draw mission. Submit complete resume 
te ATTENTIONS PERSONNEL MANAGER 


SUPPLEE-BIDDLE-STELTZ COMPANY 


FIFTH & BRISTOL STS. PHILADELPHIA 5, PA. 











REPRESENTATIVES WANTED 


National manufacturer of good quality, competitively 
priced paint brushes, has several protected terri- 
tories available. Top commission, all shipments pre- 
paid. Splendid Prin Pree for the right men. State 
full particulars in first letter. 


Box 909, c/o HARDWARE AGE 
Chestaut & 5éth Sts., Philadelphia 39, Pa. 








REPRESENTATIVES WANTED 


Do-It-Yourse!f Legs—The most complete 
line of wood, metal, tubular and folding 
styles offered by any one manufacturer 
in the country. Exclusive territories avail- 
able to active representatives who cover 
wholesale and retail hardware, chain, lum- 
ber, building supply firms and cabinet 
manufacturers. Additional items for year 
round sales. Include your experience, ead 
now carried, territory covered. An ex- 
cellent opportunity for joining a growth 
company. 


ANGELUS CONSOLIDATED INDUSTRIES 


2911 Whittier Bivd., Los Angeles, California 














PAINT BRUSH SALESMEN WANTED 


Several protected territories open for men with 
established following now —e on Paint, 
Hardware Stores and Lumber Yards, etc. Give 
all particulars first letter, all inquiries held 
strictly confidential. 


MAJESTIC BRUSH MFG. com. 
210 W. 29th Street, New York 1, N. 

















SALESMEN WANTED 


With —— = to sell direct to Hardware, Paint, 
Building Supply Stores and Lumber Yards, a leading 
line of competitive unconditionally guaranteed paint 
brushes. Full or side line. Guaranteed territories. 
Give particulars and territories covered in first letter. 


Box 834, c/o HARDWARE AGE 








Chestnut & 5éth Sts., Philadelphia 39, Pa. 





REPRESENTATIVES WANTED: Limited 
number of protected territories available for man- 
ufacturers’ agents contacting all types of volume 
buyers at wholesale and chain level. Diversified 
“impulse” packaged hardware-houseware-chemical 
specialty line. Large repeat percentages, in-store 
displays, advertising allowances, full-profit items 
and liberal commissions. Many established ac- 
counts. Clover Products, 944 Monroe Ave., 
Rochester 20, N. Y. 





SALESMEN WITH A FOLLOWING in the 
Hardware, Plumbing and Mill Supply trade to 
sell industrial hose. All types of hose assemblies 
including hoses for automatic washing machines, 
allied rubber products and - lastic pipe and plastic 
extrusions, on commission basis. Exclusive repre- 
ualified men. Box 1006, c/o Harp- 
hestnut & 56th Sts., Philadelphia 


sentation to 
ware AGE, 
39, Pa. 





SALES REPRESENTATIVES WANTED: 
Profitable opportunity available for aggressive sales 
representatives in many states. Must well ac- 
quainted with volume buyers of Hardware, House- 
ware, Auto Accessory jobbers. Commission basis. 
Give in detail lines you now carry and length of 
time. We make a most complete line of Floor 
and window squeegees for the car, home, stores. 
Wholesale, Factory, etc. Dorden & Co., 18750 
Fitzpatrick Ave., etroit 28, Michigan. 
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REPRESENTATIVE WANTED 


EXCELLENT LINE for sales representatives calling 
on the retail trade in hardware, department, variety 
and chain stores. Item has excellent repeat busi- 
ness! Good commissions. Write, giving territory and 
background. 


Midwest Plastics Incorporated 
208 Bates Avenue St. Paul 6, Minn. 











REPRESENTATIVES WANTED: 35 year 
old builders’ hardware firm, new aggressive man- 
agement, wants A.H.C. and/or lumber or hard- 
ware salesman looking for job with future. 
Located in Chicago poor AP with 100 mile radius 
as salesfield. Possibilities unlimited. Must be 25 
to 40, aggressive, shoulder responsibility. State 
preference to type work desired, salary and ex- 
eee Replies kept confidential. Box 1001, c/o 

ARDWARE Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 





PROVEN MONEY MAKER — The original 
and patented Down Spout-O-Matic for homes. 
Sold preferably to Distributors though not ad- 
verse to retail contacts. Natural outlets: Lawn 
and Garden Stores—Hardwares—Lumber Yards— 
Landscapers—Legitimate Catalog Houses—many 
more outlets. eceiv national publicity. Be 
ready for 1962 business. See us at The National 
Hardware Show or contact Down Spout-O-Matic 
Co., 431 S. Princeton Ave., Villa Park, Illinois, 
c/o V. R. Arnt. itimate discounts and com. 
missions. Many choice territories open. Send 
resum. letter to see if you are OUR man. 





REPRESENTATIVES WANTED. 
enced, aggressive salesmen, 
able, patented, quality established plumbing s 7 
cialty to hardware and plumbing jobbers. \ 
have protected territories available. Item has had 
12 years successful promotion. Send us resume 
of your activities and we will tell you about our- 
selves. Sturgis Plating & Mfg. Co., 400 Nor- 
wood Ave., Sturgis, Michigan. 


Experi- 
to promote a profit- 


SALESMAN WANTED 


Salesman calling on hardware and allied 
dealers to carry our line of highest grade 
Solingen Cutlery. Commissionable. Some states 
epen. When replying state other lines carried 
and references. 


Bonzer, Incorporated 
Post Office Box 5902, Jacksonville 7, Fla 











MANUFACTURERS’ REPRESENTATIVES 
for complete lines of aluminum thresholds, slidin 
track, metal moulding and other building special- 
ties. Men calling on dealers in the hardware 
and/or building material fields are best qualified. 
Some items sold thru jobbers. Most areas open. 
Box 927, c/o Harpware Acez, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





SALESMAN PLUMBING & HEATING SPE- 
CIALTIES. Sell for established firm 10% com- 
mission. Exclusive Territory. Replies held con- 
fidential. Akron Supply Co., Inc., 216 Grand 
Street, Brooklyn, N 


ACCOUNTS WANTED 


LEONARD PILL 
AND ASSOCIATES 


1903 W. 9th Street 
Los Angeles 6, Callf. 
California, Arizona, Nevada 
ix Salesmen Agency 
RESULTS 


DEPENDABILITY 





Terr.: 


SERVICE 











EXPERIENCED SALESMEN (2) 
FOLLOWING in Pittsburgh, Pa. Area 
lines as Manufacturers Representatives. 
sold to Lumber, Hardware, Distributors, Whole- 
sale and Industrials. Commission Basis. Any 
field, but we want quality and price to offer. 
We will work if the renumeration is equal to 
our efforts. Box 1005, c/o Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 


WITH 
seeks 
Items 





AGGRESSIVE SALES 
men, wants one additional good hardware line 
for Metropolitan New York, New Jersey. T.H.E. 
Sales Company, Box 4114, Weequahic Station, 
Newark 12, N. J. 


AGENCY, two sales- 





ACCOUNTS WANTED HELP WANTED POSITIONS WANTED 





ACCOUNTS WANTED 


Established manufacturer with sales representation 
in all states east of the Mississippi River and selling 
to Wholesale Hardware, Plumbing and Well Driller 
Supply Houses seeking additional lines to warehouse 
and ship with present items. Plant located Eastern 
Pennsylvania. Interested parties write to: 


Box 1007, c/o HARDWARE AGE 
Chestnut & 5éth Sts., Philadelphia 39, Pa. 











WELL ESTABLISHED TEAM MANUFAC- 
TURERS REPRESENTATIVES open for ad- 
ditional hardware, housewares or garden line for 
Metropolitan New York and New Jersey. Concen- 
trated persistent coverage of hardware, house- 
wares and garden wholesalers, rack jobbers, syndi- 
cate chains and catalog houses. Excellent 
reputation in trade. Box 1003, c/o HarDwareE 
Ace, Chestnut & 56th Sts., vhcnatenenten 39, Pa. 





NEW ENGLAND — HAPPY WITH YOUR 
SALES? Successful 3 man, 8 year established 
agency has time to increase sales for major es- 
tablished manufacturer. Cover Hardware, House- 
ware, Rack, Specialty, Paint Sundry Distribu- 
tors plus Discount House, Supermarket, Party 
Plans and Chains. Box 1004, c/o Harpware 
Ace, Chestnut & 56th Sts., enscentane 39, Pa. 


ILLINOIS and WISCONSIN ONLY for con- 
centrated representation by aggressive 3 man or- 
ganization. Over 10 years experience in whole- 
sale hardware and tools field, with chain and 
catalog houses, lumber yards, volume specialty 
outlets. We have volume buyers in the most un- 
expected places. Box 918, c/o Harpware Aacezg, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








W HARTON SCHOOL GRADUATE, with 
six years’ experience calling on Hardware Job- 
bers in the Middle Atlantic area, wants to sell 
for a few solid companies with established lines. 
Box 806, c/o Harpware Ace, Chestnut & S6th 
Sts., Philadelphia 39, Pa. 


HELP WANTED 


EXCELLENT OPPORTUNITY FOR MAN 
EXPERIENCED AT MANAGEMENT level in 
retail sales and merchandising of hard goods and 
paint. Bonus plus salary, profit sharing. All 
replies confidential. Box 1009, c/o HarDWare 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





MERCHANDISING MANAGER 
for VOLUNTARY CHAIN 


Progressive, long established voluntary chain 
in East is seeking top-grade Merchandising 
Manager. Real opportunity for man capable 
of coordinating buying and merchandising 
hardware, housewares, related lines, using 
modern techniques. This job offers attrac- 
tive, long term future for right man. Loca- 
tion is suburban area, with pleasant family 
living, good schools. 


Box 915, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











BUSINESS OPPORTUNITIES 


FOR SALE—IN FLORIDA 


In one of the fastest growing sections on the 
West Coast, Retail Hardware Business, Build- 
ings and property, handling general line hard- 
wore, paints, pipe and fittings. Wonderful op- 
portunity to do wholesale and retail busi- 
ness. Address inquiries to 


Box 825, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














FOR SALE: Hardware Store. Clean quality 
stock, fine location. San Fernando Valley, South- 
ern California. Growing community. Living best 
in valley. Latest fixtures. Complete $30,000. Box 
1002, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





FOR SALE—AT ONCE! Philadelphia suburb. 
6,000 people in center of large trading area. 
County seat. 2 story brick building on 20° x 150’ 
lot. Main street. 3,177 sq. ft. floor space. General 
hardware, tools, paints, etc. $25,000 estimated as 
of October. To be inventoried and adjusted with 
buyer. Will finance property. Owner to retire. 
White Hardware, Media, Pennsylvania. 


POSITION WANTED: Young man with five 
years experience in New York metropolitan area 
as jobber’s salesman and manufacturer’s represen- 
tative would like to relocate in Southwest, far 
West or Pacific Northwest as manufacturer's rep 
resentative. In the past have called on hardware 
stores. wholesalers and lumber yards. Box 1008, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





RELIABLE MAN with 12 years selling ex- 
perience calling on top wholesalers and dealers in 
Middle Atlantic States desires sales position with 
reputable manufacturer or Manufacturer Repre- 
sentative Agency. Have excellent proven sales 
record. College graduate, family man, presentl 
representing leading manufacturer in its field. 
Desires more opportunity and chance for advance- 
ment. Will relocate. ox 902, c/o HarDWaRsB 
Ace. Chestnut & 56th Sts., Philadelphia 39, Pa. 





SALES MANAGEMENT, SALES PROMO- 
TION & ADVERTISING, MARKETING. Four- 
teen years broad experience in sales administra- 
tion, promotion, marketing consumer hard lines 
for major retailer, wholesaler, manufacturer, quall- 
fies me for similar responsibilities and duties in 
your organization. Know-how in up-dating op 
erations, cutting costs, imcreasing profitable sales. 
Judge for yourself. Box 926, c/o Harpwarg 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa 





MERCHANDISE MANAGER-BUYER. Over 
ten years experience buying, merchandising house- 
wares, hardware, power tools, lawn, garden, me- 
chanics tools, hard lines. Know- how in reducing 
costs, increasing margins, turnover, profitable 
sales, improving merchandise lines. Substantial 
contacts. es retail, wholesale, manufacturer 
experience. elf-starter, good coordinator. Box 
920, c/o HARDWARE AcE, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





YOUNG MAN FULL OF AMBITION, a 
gressiveness and fire. Married. Experienced in all 
phases of selling, merchandising and advertising 
in hardware, housewares and allied lines. Wishes 
to make contact with a futuristic-minded firm 
who can offer a ons future and rapid 
advancement. Box 10 c/o Harpware AcEz, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





Here is the inventory sheet you helped to design 


Inventory counting simplified 


We asked hardware dealers what they wanted 
in an inventory counting and record form. Their 
answers are incorporated in the new HARDWARE 


AGE Inventory Record forms. 


Thousands of dealers have used HA Inventory 
Records in the past, because they are practical 
and easy to use. The revised forms will make 
your inventory taking even easier. 


Inventory sheets come in two styles—white and 
yellow. Both types are ruled to permit use of 
(double-spaced) without adjusting 
machine. All sheets are punched for loose-leaf 


typewriter 


binders. 


White sheets, Form CC402, have 25 listing 
lines on each side, on good bond paper. Prices, 
postpaid, are: $1.85 per 100 sheets up to 500 


with these new sheets 


sheets. 


Over 500 sheets, $1.10 per 100 sheets. 
Overall size of sheets: 914 x 11%, in. 


Yellow sheets, Form CC401, have 36 listing 


lines on each side on high quality yellow paper. 
Listings include: article name, unit, cost price, 
unit, cost extension, percent discount or deprecia- 
tion, amount of loss taken. Prices, postpaid, are: 


$1. 15 per 100 sheets up to 500 sheets; over 500 


sheets, $1.50 per 100 sheets. 
sheets: 10 x 15) in. 


Overall size of 


Make your inventory taking easier this year 


by ordering a supply of these new forms now. 
Please send check with order to HARDWARE AGE, 


Chestnut & 56th Sts., Philadelphia 39. 
check payable to HA Reader Service Dept. Spec- 
ify color or Form Number. 


Make 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as a convenience and 


not as a part of the advertising contract. 


Every care is 


taken to index correctly. No allowance will be made for 
errors or failure to insert. 


A 


Aluminum Co. of America 
Pigment Div. 

Aluminum Co. of America 
Market Makers 

American Chain Div. 
American Chain & Cable Co.... 

American Hardware Corp. 
Safe Padiock & Hardware 

Ames Co., 

Arrow Fastener Co., 

Arrow Lock Corp. 

Arvin Industries, Inc. 


| Eastern Lawn, 


E 


Garden 
Products Trade Show 
Edmont, Inc. 


& Allied 


Fliex-O-Glass, 

Warp Bros. 
Ford Motor Co. 2 
Franklin Metal & Rubber Co. 


M 


Mansfield Sanitary, Inc. 
Marshalitown Trowel Co. 
McGill Metal Products Co. 
Melnor Industries, Inc. 
Miller Co., Inc., Robert E. 
Minnesota Mining & Mfg. Co. 
Mono Mfg. 

Mustad & ton ‘O. 

Myers & Bro. Co., 


N 


National Cash Register Co. 
National Housewares Mfrs. 
National Metal Products Co. 

Reese Metal Weather ae Co. 
National Screw & Mfg. 
Nicholson File Co 


82 
he ainwad aa a 35-40 
120 


Assoc. 


Sheffield Bronze Paint Se 

Shepherd Casters, 

Smith & Co., D. 

Southern Fabricators Corp. 

Southern Screw Co. 

Star Key & Lock Mfg. Co. 

Swan Rubber Co. 

Swingline, Inc. 

Sylvania Electric Products, Inc. 
Lighting Div. 


Taylor Instrument omgene eanat 
Thermo Dynamics, Inc. scsilaci 
Thompson Co., A. 


Union Fork & Hoe Co. 
United States Graphite Co. ...... 
Utica Drop Forge & Tool Div. 


Ox Fibre Brush Co, Inc Kelsey-Hayes Co. 


G 


B 
Balionoff Metal Products Co. General Filters, Inc. Vv 
Behr Manning Corp. Gordon Associates 
Borden Chemical Co. Graham & Co., Inc., 
A Div. of The Borden Co. King Cotton Cordage Div. 
Brown, Inc., John Clark Great Neck Saw Mfrs., Inc. Pioneer Rubber Co. 


Greyhound Corp. Plymouth Cordage Co. 
Cc Puritan Cordage Mills, Inc. Ww 


ViSirecord, Inc. 


P & C Tool Co stea th a ae 
Volkswagen of America, ‘Inc. 


Pennsylvania Saw Corp. 


Wear-Ever Aluminum, Inc. 
Wheeling Corrugating Co. 
Wiegand Co., Edwin 
Woodhill Chemical Co. 


Chicago Spring Hinge Co. 
Columbian Rope Co. 
Curtis Products, Inc. 


Hahn-Eclipse Co. 


Red Devil Tools 
Reese Metal Weather Strip Co. 
A Sub. of National Metal 
Prods. Co. 
Roberts Co. Y 


a Yale & Towne Mfg. Co. 
Lock & Hardware Div. 


International Salt Co. 
Dalton Mfg. Co. 
Danish Import 

Desmond-Stephan Mfg. Co. K 


Dille & McGuire Mfg. Co. 
Drive Patch, Inc. Keil Lock Co., Inc. 90 s 
Kerr Wire Products Co. ......... 106 
Safe Padlock & Hardware Co. Z 


DuPont de Nemours a Co. 
Div. American Hardware Corp.. 


E. |.. Auto Products Div.. 
Duratite 
Samson Cordage Works 


Div. of Dap, Inc. 











L 
Landers, Frary & Clark Universal 77 Zilz Hardware Corp. 





MARSHALLTOWN 
TROWELS 


MARSHALLTOWN TROWEL COMPANY +« MARSHALLTOWN, 
Want more facts? Circle 179, p. 57 


4(MARSHALLTOWN) 
~~ 


IOWA 








Chang eS New products and new trade names are constantly being added to the listings for 


the next Directory Number of HARDWARE AGE °* Therefore, if you do not 4 A k f) W A fH F A 6 F 


find in the current issue of the Directory Number the product ycu are in- 
Re ks Chestnut & 56th Sts., 
terested in, write to the “Who Makes It’’ Editor. He'll be glad to serve you. Phila. 39, Pa. 











DOMES OF SILENCE 
RUBBER CUSHION GLIDES 





Rubber Expander 
Tubular Glide 





RUBBER CUSHION GLIDES 
wotatd oa ee 
Glide softly, atly, 


smoothly. 
a 3-color 





Bakelite Furniture Rest or card. 6 Sizes, 
» 11/16", 1%", 1%". 
PROMPT SHIPMENT (.= 
Ask your jobber, if he is not suppiled, 
ROBERT E. MILLER & CO., INC., 
35 Pearl St.. New York 4. N. Y. 
Want more facts? Circle 180, p. 57 





Adjustable Rubber 


Adjustable Tubular 
Cushion Glide 


Spring Type 























120 © HARDWARE AGE, October 5, 1961 


me, OY ao ee ie etn on rig Ne ot SEI NR aE aE 

















WAN | ania 
He 


Whit 


a 


e 
I 
a 
z 
i 
I 
5 
Lj 
y 
ft 
¥ 
s 
Me 
, 
& 
: 


ehhh he Sd? 
LAL. 


ba oat sie ia ial : | rset 
aan Pet . % et ; 
SSL SE SF PCSSSY GIs eS SIY ¢ 2 
\elule 
& Ww © & 


ee Se ee ee ee ee ek ke ee ke ee 
: P 


: Sibi 
i LLL 


os devvveveevevvey 


SLI LELLLLELERELLL. 


ARHARAADD 
PREPER BI 
RVSCEess 


var 


e 


$ ty 
, 
‘Billa 


\a\ply 


tue § 


National’s your better buy 
for quality in product and package 


Experience has proved that packaging 
pre-sells the product inside. With that 


read sizes and names of the fasteners. 


The packaging a quality product deserves 


idea in mind, National gives you: 


Brighter boxes—trim, colorful cartons 
with the glossy finish that resists smudg- 
ing, stays clean longer, dresses up 
fastener shelves, and keeps fastener 
departments looking spic and span. 


Color-coded labels—to instantly identify 
the kind of fasteners wanted. 


Large-type lettering—to make it easy to 


— because, most important, the fasteners 
themselves live up to the looks of the box 
... with quality that protects your repu- 
tation for selling dependable products. 


These are some reasons why so many 
of our customers standardize on the 
National line, and why they all agree: 
““National’s Your Better Buy.” 


Ask Your Distributor... He Knows 


THE NATIONAL SCREW & MFG. COMPANY « CLEVELAND 4, OHIO 


CALIFORNIA DIVISION, THE NATIONAL SCREW & MFG. CO. 


3423 SOUTH GARFIELD AVE., LOS ANGELES 22, CAL. 
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